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ABSTRACT

Merketing = the process of performing market research,
seliing products &nd/or services to customers and
promotng them via advertising to further enhance sales.
fi generstes the strategy thal underlies sales techniques,
Dusiness communication, and business developments.
(votier, Pnidip. Gary Armstrong, Veronica Wong, John
Saunders (2008

in the same ven, and of the several strategies that
markeiers may use 10 compele effectively against their
competions and get the pest out of their market, an
interesting strategy 10 compete is that of ‘Marketing
Wartare

in their besiseler Marketing Warfare' noted authors Al
Fies and Jack Trout argue that marketing is nothing but
war and that the marketing concepts customer-oriented
philpsophy is inadequale in the contemporary marketing
age. Rather, firms would do better by becoming competitor-
oriented. ff the key 1o success were (o Inlroduce products
closest o those wanted by cusiomers, then the market
leader simply would be the firm that performed the best

market research.
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Contemporary Reie‘sran%
of the Marketing Warta,,
Concept |

Introduction

“The statesman whr_;. SELINg War ifevirg.;
hesitates fo strike firat, is guilty of 4 , iy
against his country” Karl van Clarese i,

The domain of Marketing as a fuli.f. Yoni
academic discipline has been on the scene o,
less than 100 vears Compared ro ir mmf‘;@,
strategy and defense warfare had developes
almost since the start of manking irees
primarily as life and death struggles over 4,
basic necessities of life in the early days 44
later on during the struggles for power, ‘ra,,,.:,_,%;
have placed the origin of mlitary warfare 4
strategy applications to be at least 3000 /(;;g,;
old.

In the 1980s, business strategists realized thy
there was a vast knowledge base stretching nacy
thousands of years that they had 5a
examined. They turned to military strategy o
guidance. Famous Military Strategy titles liks
Sun Tzu’s The Art of War’, Von Clausewitzs Og
War’and The Little Red Book by Mao Zedong v
on to become highly researched business case
books.

Hence, it was felt that the varnous concepts
related to Military Wartare had devels
much finer detail than their Mark
counterpart. It is here that the strategists in i
field of marketing thought of converging
principles of military warfare with the world ¥
marketing and arrived at the concept becomng
increasing popular since its advent - Ths
concept of Marketing Warfare.’

=gy G

Consequently, the concept and stratedy *
Marketing has since then been constanty
interspersing itself with the strategy of war &
the same has yielded excellent results as webk
Hence, the same 4 Ps, i ¢, Product, Price, Pia®
and Promotion with the addition of the 3 more ¥
of Service marketing: :
People, Process and Physical Evidence have &k
been benefitung immensely with the P-ﬁ”‘“g{e}
and practices of the concept of Marketing Warfar®
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_The neck-breaking pace of changes in the
_ contemporary business environment and the
‘plurring rate of developments and competition,
"the concept of Marketing Warfare has been
: gathering more steam.

'WHAT IS ‘MARKETING WARFARE?'

Marketing battles are fought not in the
“battleground but inside the mind. The mind
_becomes its battleground. And it is a terrain that

is tricky and difficult to understand. The entire
- Marketing Warfare battleground is just 6 inches

wide. This is where the marketing war takes
place.

A marketing war is a totally intellectual war with
a battleground that no one has ever seen. It can
only be imagined in the mind, which makes
marketing warfare one of the most difficult
disciplines to learn. The True nature of
marketing today is not just serving the
customer,; it is outwitting, outflanking, out-
fighting your competitors. (Ries and Trout, 2006)

Historically speaking, Marketing Warfare is a
concept invented and introduced during the
1980s. Philip Kotler was one of the first few people
to link business and marketing with military
warfare followed by J.B. Quinn. In the year 1984,
' Barrie James came with his book Business War
Games’ which was succeeded by the actual bible
“ ‘on the concept of Marketing Warfare by the same
‘name jointly authored by Al Ries and Jack Trout
'in 1986 which has released over 2 dozen editions
already which speaks volumes of the success and
relevance of the concept in today’s marketplace.

‘In their hugely popular book - ‘Marketing
- Warfare’, Al Ries and Jack Trout emphasized that
_ the concept of Marketing Warfare is an attempt
. to apply successful Military Strategy to various
‘Marketing situations. Ries and Trout use

examples of successes and failures of everyday
_‘products to help the reader internalize the
_ principles and develop an intuitive feel for them.

. “Effective strategy first probes and withdraws to
. determine opponents’strengths, forces opponents
_ to stretch their commitments, then concentrates
| resources, attacks a clear exposure, overwhelms
_ aselected market segment, builds a bridgehead
- in that market, and then regroups and expands
_from that base to dominate a wider field.” (Quinn
J.,1980)

Contemporary business has been arguably stated
L to operate on a zero-sum game rule in context of
mature and low-growth markets and when the
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Gross Domestic Product (GDP) growth is low or
negative. Jt is assumed that one person’s gain
would happen ONLY at the expense of the other
person suffering a loss. Market share is Jooked
upon as a pie of which each of the competitors
stiives to achieve the maximum share, hence
leaving that much of a lesser share for their
competitor. Peaceful co-existence in'the business
market is ruled out and the concept declares that
if a company has to survive, it better be at war
with its competitor in terms of its marketing
strategy.

FUNDAMENTAL PRINCIPLES OF

WARFARE

The fundamental principles of any warfare have
been stated to be the following five:

i) The Principle of Force
“The art of war with a numerically inferior
army consists in always having larger forces
than the enemy at the point which is to be
attacked or defended.” -Napoleon
“The greatest possible number of troops
should be brought into action at the decisive
point.” -Karl von Clausewitz

ii) The Superiority of the Defense
“The defensive form of war isin itself stronger
than the offense.”

-Karl von Clausewitz
“In theory, surprise promises a great deal. In
practice, it generally strikes fast by the friction
of the whole machine.” -Karl von Clausewitz
The New Era of Competition

“Some statesman and generals try to avoid
the decisive battle. History has destroyed this
illusion.” -Karl von Clausewitz

The Nature of the Battleground
“It is from the character of our adversary’s
position that we can draw conclusions as to

his designs and will therefore act accordingly.”
-Karl von Clausewitz
v) The Strategic Square

“The first, the supreme, the most far-reaching
act of judgment that the statesman and
commander have to make is to establish the
kind of war on which they are embarking;
neither mistaking it for, nor trying to turn it

into something that is alien to its nature.”
-Karl von Clausewitz
[t is on the basis of these five parameters that it
can be deduced how successful and intense the
nature of warfare is in any specific case. The

iii)

iv)
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same key warfare principles can be applied to
some of the most raging contemporary marketing
warfare examples in the current scenario to
understand the nature of their war with their
respective competitors and its projected results.

The Strategic Square

Marketing strategy is a process that allows an
organization to concentrate its limited resources
on the greatest opportunities to increase sales
and achieve a sustainable competitive advantage
(Baker, Michael 2008).

Marketing strategies may differ depending on the
unique situation of the individual business.
Marketing participants often employ strategic
models and tools to analyze marketing decisions.
When beginning a strategic analysis, the 3Cs
can be employed to get a broad understanding of
the strategic environment. An Ansoff Matrix is
also often used to convey an organization’s
strategic positioning of their marketing mix. The
4Ps can then be utilized to formy a;marketing plan
to pursue a defined strategy. The Marketing team
can then prioritize these Growth Opportunities
and begin to develop strategies to exploit the
opportunities that could include new or adapted
products, services as well as changes to the 7Ps.

In this vein, it can be said that there is.no one
way to fight a marketing war. Rather, there are
four. And knowing which type of warfare to fight
is the first and the most important decision you
can make. (Ries and Trout, 2006).

Hence, in the context of Marketing, the 4 types
of Marketing Warfare Strategies are: Defensive
Warfare, Offensive Warfare, Flanking Warfare
and Guerilla Warfare (Ries and Trout, 2006).

There are two types of forces a business can use
against its competition. The first is offensive
attack and the second is a defensive attack.
Before a person can understand the concept of
marketing warfare they must understand the
terms which are associated with this type of
marketing strategy. The ideas behind attack and
defend are two very different ideas. Attack
basically means to seek more than one has,
moreover to take what someone else possesses
(Kotler, 1981). Defense means to protect what one
has already acquired.
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' FLANKING WARFARE GUERILLA WaRp

Strategy for new players 2
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Figure - 1 (The Strategic Square)
I. Principle of Defensive warfare

“Even though Ford was superior to Genery
Motors in product innovation during the worlj
war was with GM and Chrysler surpassedj
in technical innovation, neither firm mad,
substantial cuts into GM’s half of the market.
GM had not produced a significant, major
automotive innovation since the hydromant,
transmission (1939) and tke hard-top body
style (1949). Ford pioneered in practically every
major new market while Chrysler produced
the significant technical innovations, such as
pbower steering, power brakes, electric
windows and the alternator. >~John DeLorean
Defensive warfare is a game for the marketing
leader only. There are 3 key principles to follow,
the most surprising of which is to attack your-
self instead of the enemy.
The 3 key principles are:

1. Only the market leader should consider
playing defense. 2.The best defensive
strategy is the courage to attack your-self.

3. Strong competitive moves should always be

blocked.
Frontal attack, Flanking, Encirclement
Bypass and Guerilla warfare are some¢
examples of offensive strategy. (Ries and
Trout, 2006).

II. Principle of Offensive warfare
“Where absolute superiority is not attainable;
you must produce a relative one at the decisié
point by making skillful use of what you have:

-Karl von Clausewi?
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Offensive warfare is the game for the No. 2 o1
No. 3 company in a field. The principle is to find
a weakness inherent in a leadet's strength and
attack that point,
The 3 key principles here are:
1. The main consideration is the strength of
the leader’s position.
2. Find a weakness in the leader’s strength
and attack at that point.
3. Launch the attack on as narrow a front as
possible. (Ries and Trout, 2006).
Il. Principle of Flanking warfare
“Keep the forces concentrated in an
overpowering mass. The fundamental idea.
Always to be aimed at before all and as far
as possible.” -Karl von Clausewitz
The innovative form of marketing warfare is
flanking. Over the years, one of the biggest
marketing successes has been flanking moves.
The 3 key principles here are as follows:

1. A good flanking move must be made into
an uncontested area.
2. Tactical surprise ought to be an important
element of the plan.
3. The pursuit is just as critical as the attack
itself. (Ries and Trout, 2006).
In a flanking strategy, a company focuses its
forces on the weaker sides of its competitor to
gain an advantage over them. (Kotler, 1981).
IV. Principle of Guerrilla warfare
“The enemy advances, we retreat. The enemy
camps, we harass. The enemy tires, we
attack. The enemy retreats, we pursue.”
-Mao Tse-Tung
This principle argues that most of the players in
a marketing war should be guerillas. Smaller
companies can be highly successful as long as
they don't try to emulate the giants in their field.

The 3 key principles are:
1. Find a segment of the market small
enough to defend.

2. No matter how successful you become,
never act like the leader.

3. Be prepared to bug out at a moment’s notice
(Ries and Trout, 2006).
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MARKETING WARFARE VS MILITARY
WARFARE: DRAWING 8 PARALLELS IN
CONTEMPORARY BUSINESS

Speaking of the parallels batween Military and
Marketing, there can he no higger fact than this
that the language of marketing itaelf 15 hugely
borrowed from military. For inatance, we say. we
are about to launch a marketing rampeign.’
Hence, words like launch, campaign, ete which
are backbones in the warld of marketing carme
from Military. (Ries & Trout, 2006,

The strategies and initiatives of Marketing
Warfare when compared with those of Military
Warfare set apart the following paraliels and
convergence of theory and practice in
contemporary business:

1. The 4 Ps of Marketing: The essentials of
Marketing rely in the Marketing mix,
commonly referred to as the 4Pz, 1.e
Product, Price, Place and Promotion. None
of the marketing principles apply without
understanding that it is about People, even
if we do not state People as being the first
P. Hence People become the 5 P which is
relevant to Marketing War. The product may
be an idea, a thought, or an ideal. One of
the extreme applications of marketing s
war and vice-versa. (Habbal Osman, 2010)
All the 5 Ps here hold equal relevance for
marketing as it does for war. In this case,
we are more aware about their marketing
relevance than about their relevance on
war.

Product: Product in context of War may
include the efforts for claiming that my
product is better than yours for the
following reasons, etc. [t also includes
expansion of control for a bigger market
share for the product and some special
interests of influencing buying behawvior,
etc.

Price: Price wars are the most easily
understood where the players keep lowering
their prices to attract more and more
customers and converge with the Loss
Leader theory of Price and Marketing.
Place: Place wars would be how the
marketers fin-tune their marketing
campaign depending on the place of
operation and thereby taking the
competitors head-on.
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Promotion: Promotion is war in the real
sense of the word. The prime objective of
the promotion function is to ensure that
your product beats the competitors’ on all
counts like visibility, recall, preference,
purchase and finally consumption. And for
the same, the contemporary marketer
keeps indulging in a Marketing war of sorts.
People: People part of the Marketing Mix
is addressed to through the concept of the
Marketing General, which will be
subsequently discussed in this paper. It
refers to the marketing team, the literal
soldiers who brave the marketplace akin
to the battlefield of war.

1 Marketing is War: It has been felt since
the last few decades with greater belief with
each passing day that the world of
Marketing is very much similar to the
world of military warfare. In actual military
warfare, the troops fight each other with a
dual objective of eliminating their opponent
and achieving victory. Similarly, the
concept of Marketing Warfare says that the
world of Marketing has also shaped up into
almost like that of a battleground, in which
companies are seen to replace soldiers, the
business space replaces battlefields,
marketing activities replace the exchange
of fire and competition for the biggest
chunk of the market replaces the fight to
capture the highest battlefield. Hence,
marketing today has become as much of a
war as actual war itself.

2 The Concept of the Marketing General:
Just as the General of the Military is
supposed to take Command all decisions
in the battlefield, call all the shots, dictate
terms and exercise all his efforts in the
pursuit of victory. Similarly, the Marketer
is understood as a ‘Marketing General’ who
should be capable and competent enough
to execute his responsibilities with the
same level of success as the Military
General.

The 8 Key Traits essential for a Contemporary
Marketing General are:

* Courage : The Marketing General should
have both Mental Courage and Physical
Courage to excel in the contemporary times
of business and marketing

¢ Boldness : The Ability to brave tough times
is a pre-requisite for any person front-
ending marketing to be able to brave
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competition and also to give the co
a tough fight for the top s]
customers priority list
Knowledge of Rules : The Marketin
General should know the rules to he able
to implement them under him for all syp,.
functions within marketing
Knowledge of Facts : He should have Expert
information on Current and Relevant Factg
to keep coming up with more innovative
and creative ideas as those that surroungq
him

mpetit()rs
ot in tp 6

Luck : The Marketing general also needg
to be lucky enough to get good ideas, to put
them across and to get the desired responge
from the customers

Additional Contemporary Traits needed:

People’s General: The current Marketin,
General should be one who fights standing
besides his soldiers and not from behing
the scene, i.e., he should face the Ppraise
and the flak along with the team when the
time for it comes. He should know that the
main driving force and asset of his division
is the people that he has and not just the
other resources at his disposal. He should
have the guts to takes risks and share
risks, a leader by example!

Quick Decision Making Ability : He should
have a proven ability to make quick
decisions for all the contingent situations
and influence others with his view and
opinions on the matters

Flexibility: As more and more diversity
creeps into the marketing force both inside
the company and outside it, the ability to
customize decisions and initiatives as per
the changing situations and diverse nature
of the marketing forces becomes of utmost
importance and relevance. The same need
to be adhered to for all spur of the moment
decisions.

Aggression is the Key: Be it Military
Warfare or Marketing Warfare, Aggression
holds the key to outstanding results and
ultimate triumph. Just as a lethargic
infantry unit cannot hope to survive the
war even halfway through, similarly, if the
marketer is not competitive and aggressive
to the core in his attempts to unsettle and
kick-off all competition from vicinity, the
product cannot succeed in any market.
Hence, the overall strategy should focus ot
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romoting controlled and calculated
aggression towards the pursuit of
marketing victory.

Figure — 2 (Strategy System)

5. First-Movers Advantage: In military

context -He who occupies the field of battle
first and awaits an enemy is at ease; but
they who come later to the scene and rush
into the fight are weary. (Sun Tzu, ‘The Art
of War)). Similarly, the concept of First-
Mover advantages holds true for the
Marketer as solidly as it does for military
strategies. There is barely much that can
be done to offset the competitive
advantages that have accrued to a marketer
who manager to reach his customers before
the others do.

Flexibility: The military warfare is a
dynamic and unpredictable arena. In a
situation of chaos and confusion, military
strategy should be based on flexible
principles. Strategy comes not from formula
or rules of engagement, but from adapting
to ‘minute by minute’ events which has
been referred to as ‘friction.” (Von
Clausewitz, ‘On War’). Very similarly, the
competitive times in the business world
require the intelligent use of flexibility by
the marketer to understand the moves of
the competitor, the dynamically changing
markets and the fast-changing consumer
preferences and choices. Only then would
the company be able to match it with a
compatible market offering.

Innovation & Creativity: Innovation and
Creativity are felt to be the core essence of
Marketing. It has been increasingly
becoming important in context of
marketing as much as it was in case of
military warfare. Just as a Military General
can find innovative uses of the various
things in his surroundings during war in a
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do-or-die situation, similarly, a Marketing
General can add sparks of innovation to
ingeniously differentiate his product from
the competitors. Innovative thinking leada
to doing something useful - useful
discoveries & useful applications:
improvement- improve the way product &
services being offered, developing creative
solutions, change the way business being
done, which enables an organization to
seize an opportunity and create or add value
in a new way. (Prabhu, 2011)

The Marketing Innovation and Creativity
initiatives will have to focus on the
customer as the primary target and
thereafter on all the related aspects of
returns and competition, viz., Human
Needs, the Return on Investment,
Customer Satisfaction, Point of Sale,
Branding, Overall Marketing Mix and the
continuous process of Market Research.
(See Figure)

Figure - 3 (The Customer Atmosphere)

8. Blurring Pace of Change: Change has
proved to be the only constant in the
current corporate scenario. Each day holds
sufficient potential in the modern business
arena to change the entire landscape of how
we look at business and the world of
marketing.

In the context for change, conventional warfare
has evolved into an almost irregular and sudden
warfare today. The same has also happened in
context of marketing where each new marketing
move, be it in the case of price, product, place or
promotion holds the power to completely
metamorphose the marketing scene. In the
figure below, if we swap ‘Users’ for Population and
‘Management’ for Military, it’s a pretty good
analogy of the way companies sell.
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Traditionally, companies have sold into
management structures that have then pushed
downstream into their users. Installed software
companies are a great example of this. If you buy
installed software you’re making a big

investment and taking some risk, The

focus is on getting the management tq bzales
adopt. End users usually have no say in wh ty 2
end up with. e

Conventional Warfare Irregular Warfare
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Figure — 4 (Conventional vs. Irregular Warfare)

The Classical Marketing Wars

Apart from some of the contemporary examples
of Marketing Warfare, there are several
Classical Marketing Warfare examples available
which we witness each day and would readily
accede to.

Coca Cola vs. Pepsi

Top on the list of the Classical Marketing Wars
is the Cola War between Coca Cola and its
relatively younger cousin PEPSI.

The “cola war” between Coke and Pepsi has been
fought for decades. In 1915 Coca-Cola introduced
its unique 6-1/2 ounce bottle that became closely
associated with the brand. The size and shape
was just right to fit the hand, and this bottle and
its association with Coca-Cola was a major
strength. However, when Pepsi introduced a
larger bottle for the same price as the smaller
bottle of Coke, Coke did not have many options
to respond. Because of the way the size and shape
of the bottle fit the hand, it could not be enlarged
easily. Furthermore, the dispensing machines
for Coke were
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designed for nickels only, so the price could not
easily be changed. These weaknesses were a
direct result of Coke’s strength and illustrate the
second principle of offensive warefare: the
challenger should seek a weakness in the leader’s
strength. Many of the successes and failures of
the Coke vs. Pepsi cola wars can be explained by
principles of marketing warfare, including the
success and failures of smaller challengers such
as 7-Up (the Uncola) and Royal Crown Cola. (Ries
& Trout) :

They have constantly been in a war of sorts since
and have explored all the Ps of the marketing
mix to further their cause in their marketing
warfare, be it the Product (Pepsi says Coke is
sweeter and Pepsi is the drink of the new
generation) or the Price (It barely takes a few
days for any of the competitors to respond with a
price cut when it happens with the other) or the
Promotion (where Shahrukh of Pepsi does all tha’lt
it takes to upset the rhythm of Aamir Khans
Coke or the tussle between Coke’s Aishwaryd
and Pepsi’s Kareena). The marketing war has
been as hot as ever and promises to be the same
till a long time. (See Figures)
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Figure — 5 (The Cola Wars - Financial Comparison)
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Figure - 6 (Comparison of Pepsi vs. Coke)
The Burger War
Elllers eand Trout have referred to the classical
mari ertiWars to illustrate a flanking attack in
and Burng Wa'rfare.. McDonal'd’s was the leader,
o ger King tried offensive maneuvers. The
s that were unsuccessful were those that

~
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extended the product line and that copied
McDbnald’s. The campaigns that were successful
differentiated Burger King from McDonald’s. For
example, Have it your way attacked a weakness
in McDonald’s consistent production line process
that had the flip side of being inflexible. Even
more successful were the advertisements
emphasizing the fact that Burger King’s burgers
were flame-broiled while McDonald’s were fried.
Wendy’s successfully flanked McDonald’s by
targeting adults rather than children, offering
adult-size portions and launching the highly
successful Where’s the beef? campaign. Finally,
White Castle was the low-end guerrilla who
limited their geographic scope, did not add a
confusing array of other products, and maintained
a high level of sales in each establishment.
White Castle observed the guerrilla principle of
never acting like the leader, and as a result was
able to coexist peacefully. (Ries & Trout, 2006)

The Computer War

Ries and Trout further reinforce their marketing
warfare principles with the “computer war”. IBM
became the market leader in the 1950’s, and
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many other companies attempted to emulate
IBM, but IBM continued to hold a majority market
share. In the 1960’s Digital Equipment
Corporation launched a successful flanking
attack by introducing the PDP-8 minicomputer,
winning the position of small computers.
According to Ries and Trout, IBM should have
blocked this move by introducing their own
minicomputer, but they failed to do so until 11
years later. With DEC owning the minicomputer
market, Ries and Trout argue that DEC should
have been the company to introduce the PC in
the business market. DEC failed to do so, and
IBM launched its PC in 1981 with virtually no
competition in the business market. IBM
effectively flanked DEC with a product in the small
computer market, just as DEC had done to IBM
15 years earlier. Many companies introduced
their own PC’s but IBM pursued the defensive
strategy that a leader should pursue by attacking

itself, first with the improved PC-XT and then
with the PC-AT. While IBM owned the business
PC market, Apple took the lead in home PC’s.
IBM unsuccessfully attempted to attack Apple in
the home computer market with the PCjr,
illustrating that a company’s position is more
important than its size. (Ries & Trout, 2006)

6 CONTEMPORARY CASES OF MARKETING
WARFARE

1. Internet Marketing War

Internet Marketing has always been a battlefield.
However, in today’s online marketplace it has

become a blood bath as companies no longer just -

competing but they are rather fighting for pure
and raw survival on many fronts. There are
literally thousands of rules of engagement, and
each rule has many optional solutions as well as
a myriad of opinions as to the most effective path
to tread and take. Internet marketing basically
uses the Internet for achieving all the marketing
results through a heady mix of Marketing E-
Mails, Publicity, Promotions, Banners, Search
Engine Optimization for better visibility and so
on.

Although the Internet Marketing war keeps
getting intense, the best part is that the Internet
pie is ever-expanding. There is scope for a lot of
new business, new contacts and new revenue
lurking online for any business that wants it.
Antiquated internet myths that are embedded
deep within the minds of many are what are
holding them back.

The BEST product, service, or website is NOT
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always in the top spot of Google. While we’q lik
to believe that relevance will be perfect, archaie
aggressive tactics can constantly be found gt th:
top of search results, and tend to maintain thoge
high positions for extended periods of time untj]
there is some type of human intervention (in
the form of spam reports). When you’re doing leag
generation like a profitable company like
Quinstreet, you need to be able to have a thick
site that will defend your rankings. A quality
branded keyword domain will always be a
defensible asset.

Social media being highly effective for deveIOpjng
global link popularity is only one shining example
of the battleground being shifted. The constant
marketing war waging between the feverishly
popular Social Networking sites is becomin
intense each day. Facebook, Orkut, MySpace,
Hi5 and an array of many more social networkg
are competing for more and more market space
using innovative technologies, applications,
added features and are hell bent on upsetting
the balance of their competitors. Emerging tools
and technology seem set to shift the
battlegrounds even further. Those who
understand the strengths, weaknesses, and
applications of these tools are the new era of
competition within the industries that they affect.
The stakes for successfully claiming the grounds
can be substantial.

It can be said without any doubt that the
increasing competition would require marketers
to be more creative and more sophisticated The
trick lies in being on the defensive mode
bettering your Internet Marketing solution till
you feel you are qualified for Offensive warfare
and then the strike would be the most lethal.
This is a very important process and a significant
channel of the marketing mix and it should be
mastered before the competitors do the same.

Whether a company dominates or not; still, the
best advice in today’s online climate would be to
find, negotiate and secure your Internet
Marketing General, let him or her worry about
the details, this person can also show you where
the statistics are if you would like to review them,
you just

watch the bottom line and run your business.
This would be the real test of the Online
Marketing Warfare.

2. The Pizza War

Two American fast-food giants, Pizza Hut and
Domino’s, are duking it out for bigger slices of a
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 market - The Indian Pizza Industry (Fortune
ho ’

RepOI’ﬂ . :
i from Jocal adulteration practices -plenty of
Ap“l" fakes, ketchup, and other condiments -
chi le pizzas at Domino’s and Pizza Hut taste the
(.neSe as in the U.S. What’s different is the
.Sa:;lnsﬁy of the competition. According to recent
in a, Pizza Hut has roughly 137 locations across
?ﬁdié (and 13,000 vs{orldwide) ; Domino’s, 149
3.500). Both are addlng about 50 stores a year -
1; adruple the average _1n.0ther rflarkets (2007).
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