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•  New Brand 

Monk Ad 
Problems 
Second life 
Facebook 
Solid Ink 



Today’s discussion 

l Overview	
  of	
  Marke-ng	
  Planning	
  
l Marke-ng	
  Planning	
  Defined	
  
l Contents	
  of	
  a	
  marke-ng	
  Plan	
  

l Developing	
  a	
  Marke-ng	
  Plan	
  
l Research	
  and	
  Analyze	
  the	
  Current	
  Situa-on	
  
l Understand	
  markets	
  and	
  Customers	
  
l Plan	
  Segmenta-on,	
  Targe-ng,	
  and	
  Posi-oning	
  
l Plan	
  Direc-on,	
  Objec-ves	
  and	
  marke-ng	
  Support	
  
l Develop	
  Marke-ng	
  Strategies	
  and	
  Programs	
  
l Prepare	
  to	
  Track	
  Progress	
  and	
  Control	
  the	
  Plan	
  



l Preparing	
  for	
  Marke-ng	
  Planning	
  
l Primary	
  Marke-ng	
  Tools	
  

l 4	
  Ps	
  
l Suppor-ng	
  the	
  Marke-ng	
  Mix	
  
l Guiding	
  Principles	
  

l Expect	
  Change	
  
l Emphasize	
  Rela-onships	
  
l Involve	
  Everyone	
  
l Seek	
  Alliances	
  
l Be	
  Innova-ve	
  



Overview	
  of	
  Marke-ng	
  Planning	
  

•  Nestle 
•  China 
•  Turkey 
•  India 
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l Marke-ng	
  Plan	
  
l Part	
  I	
  
l Part	
  II	
  
l Part	
  III	
  
l Part	
  IV	
  



Research	
  and	
  Analyze	
  the	
  Current	
  
Situa-on	
  

l Starbucks	
  (Joe	
  
magazine)	
  

l Sony	
  (New	
  
Compe--on	
  from	
  
new	
  rivals)	
  

l Michaels	
  Stores	
  
(Scrapbooking	
  near	
  
term	
  sales	
  increasing	
  
40%	
  a	
  year)	
  



Understand	
  markets	
  and	
  Customers	
  

•  Segmentation 
•  Targeting 
•  Positioning 



Objec-ves	
  and	
  marke-ng	
  Support	
  

l What	
  makes	
  a	
  good	
  objec-ve?	
  
l Sustainable	
  Marke-ng	
  

l The	
  establishment,	
  maintenance	
  and	
  
enhancement	
  of	
  customer	
  rela-onships	
  so	
  that	
  
objec-ves	
  of	
  the	
  par-es	
  involved	
  are	
  met	
  without	
  
compromising	
  future	
  genera-ons	
  

l Fed	
  Ex	
  cuWng	
  air	
  pollu-on	
  30,000	
  low-­‐emission	
  
diesel-­‐electric	
  vans	
  over	
  the	
  next	
  decade.	
  	
  	
  



Marke-ng	
  Strategies	
  and	
  Programs	
  



Marke-ng	
  Control	
  

•  On going process continuous process 
•  Living.com upscale furniture store on-line 

–  Few upscale manufacturers wanted to sell on-line 
–  Thought customers would browse in store and 

buy on-line (opposite happened) 
–  Failed to account for returned merchandize (just 

threw it away) 



Marketers	
  need	
  to	
  develop	
  

•  Knowledge of markets and customers 
•  Core Competencies 
•  Relationships 
 



Primary	
  Marke-ng	
  tools	
  	
  



Suppor-ng	
  the	
  Marke-ng	
  Mix	
  

l Service	
  is	
  the	
  key	
  







Calvin	
  Ball	
  

l When	
  the	
  ball	
  goes	
  up	
  the	
  rules	
  change	
  





Be	
  Innova-ve	
  





	
  	
  
	
  

Planning	
  direc-on,	
  objec-ves,	
  	
  	
  	
  and	
  
marke-ng	
  support	
  

§  Determine	
  strategic	
  direc-on	
  
§  Set	
  objec-ves	
  
§  Plan	
  customer	
  service	
  support	
  
§  Plan	
  internal	
  marke-ng	
  support	
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Approaches	
  to	
  growth	
  
	
  

	
  

	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
Exhibit	
  source:	
  Adapted	
  from	
  Alan	
  R.	
  Andreasen	
  and	
  Philip	
  Kotler,	
  Strategic	
  Marke,ng	
  for	
  Non-­‐Profit	
  Organiza,ons,	
  6e	
  (Upper	
  Saddle	
  

River,	
  NJ:	
  Pren-ce	
  Hall,	
  2003),	
  81.	
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Defining	
  the	
  market	
  
	
  
	
  
	
  
	
  
	
  

Penetrated market 
(customers already buying 

such an offering) 
 

Target market 
(customers being targeted) 

 
Qualified available market 
(customers qualified to buy 
based on certain criteria) 

 
Available market 

(customers interested in, with 
enough income for, and with access 

to offering) 
 

Potential market 
(all customers who may be 

interested in an offering) 
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Promotion 
advertising,  
selling, sales 

promotion 

Channel 
locations, 
inventory,  
coverage 

Pricing 
value, discount,  
rebate, terms 

Offering 
product, service, 

brand, benefit 

PRIMARY 
MARKETING 

TOOLS 
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Preparing	
  to	
  track	
  progress	
  and	
  
control	
  implementa-on	
  

	
  
§  Develop	
  sales	
  forecasts	
  
§  Create	
  budgets	
  and	
  schedules	
  	
  
§  Plan	
  to	
  measure	
  performance	
  
§  Diagnose	
  results	
  
§  Adjust	
  ac-vi-es	
  as	
  needed	
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Inside	
  the	
  marke-ng	
  environment	
  
	
  
	
  
1.  Macroenvironment	
  	
  

§  Broad	
  forces	
  that	
  can	
  affect	
  performance	
  

3.  Microenvironment	
  
§  Groups	
  that	
  more	
  directly	
  influence	
  

performance	
  
	
  

	
  
	
  
	
  
	
  
	
  
	
  

2-2 



	
  	
  
	
  

Using	
  environmental	
  scanning	
  

	
  
	
  
	
  
	
  
	
  
	
  

	
  
	
  
	
  
	
  
Exhibit	
  source:	
  Marian	
  Burk	
  Wood,	
  Marke,ng	
  Planning:	
  Principles	
  into	
  Prac,ce	
  (Harlow,	
  Essex,	
  England:	
  Pearson	
  Educa-on,	
  

2004),	
  40.	
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SWOT	
  analysis	
  
	
  
	
  

	
  
Strengths 

 
Internal capabilities that 
can help the organization 
achieve its objectives 

Weaknesses 
 
Internal factors that can 
prevent the organization 
from achieving its 
objectives 

Opportunities 
 
External circumstances 
that may be exploited for 
higher performance 

Threats 
 
External circumstances 
that might hinder 
performance 
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Analyzing	
  the	
  internal	
  environment	
  

§  Mission	
  
§  Resources	
  
§  Offerings	
  
§  Previous	
  results	
  
§  Keys	
  to	
  success,	
  warning	
  signs	
  
§  Business	
  rela-onships	
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Analyzing	
  the	
  external	
  environment	
  

§  Demographic	
  trends	
  	
  
§  Economic	
  trends	
  
§  Ecological	
  trends	
  
§  Technological	
  trends	
  
§  Poli-cal-­‐legal	
  trends	
  
§  Social-­‐cultural	
  trends	
  
§  Compe-tors	
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Judging	
  strengths	
  &	
  weaknesses	
  

	
  
	
  
	
  
	
  
	
  
	
  

	
  
	
  
	
  

	
  
	
  
	
  

Exhibit	
  source:	
  Mary	
  K.	
  Coulter,	
  Strategic	
  Management	
  in	
  Ac,on	
  (Upper	
  Saddle	
  River,	
  NJ:	
  Pren-ce	
  Hall,	
  1998),	
  141.	
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Sample	
  SWOT:	
  FedEx	
  
	
  

	
  
	
  
	
  
	
  
	
  

	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

Strengths 

§  FedEx, Kinko’s brands 
§  Air, ground strength 
§  Stable workforce 

Weaknesses 
  
§  Possible labor actions 
§  Slower growth in package 
   volume 

Opportunities 

§  New markets (China) 
§  Custom/special services 
§  More channels (Kinko’s) 

Threats 
 
§  Intense competition 
§  Technology 
§  Fuel costs 
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Controlling	
  implementa-on	
  

	
  	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

Annual plan control 
 
Check progress toward 
marketing plan and 
program objectives 

Profitability control 
 
Check progress toward 
profit-related objectives 

Productivity control 
 
Check progress toward 
higher efficiency in 
marketing activities 

Strategic control 
 
Check effectiveness in 
managing marketing, 
relationships, ethics, 
social responsibility 
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