Recl 3p40 Lecture 3
Marketing Planning-if you don’t know where you are going any road will get you there

Marketing plan-short term paln (2 years or less)

-strategic marketing plan-long term plan (3 years or more)

-change direction, target market, etc.. To move direction to different market in future

Strategic marketing management

-strategic management process involves three key stages

1. planning-what to accomplish and how to do it

2. implementation carry out plan in order to reach goal

3. performance/evaluation-compare results , did we accomplish goals? Why? Why not?, learn things and replan a cycle

4. –the process implies ongoing revision of the marketing programmes, based upon feedback

1.Corporate connection

mission and vision statements

2. Analysis and forecasting-position analysis, competitor analysis, segmentation analysis, SWOT, forecasting-basis for marketing

3.Setting , Marketing, Goals and objectives

4.Marketing strategy: targeting and positioning

5. Tactics and action plans

6. resource requirements

7. marketing controls

8. communicating the plans

1. The Corporate Connection
-plan must be consistent with the firm’s mission statement and based upon clear goals and objectives, bring everyone to same goals and statements

-mission statement defines: what customers the firm serves

-what neesds tsatisfies

-types of products/services it offers

-general terms and boundaries of its activities

2. Analysis and forecasting

-start by defining the current situation of the firm within the market place

-models ito review effectiveness of a firm and identifying opportunities for the firm-where we are? What to do?

-portfolio analysis

-competitor analysis

-segmentation analysis

-SWOT

-forecasting

Portfolio analysis-BCG model
Company’s market share

Y axis- industry growth rath

Rank high vs low

Star-where we want-high growth aggressive market strategies and growing industry

-growth down-market share down-not a big player yet, gain market share-star

growth up-get from bank/investors

Cash cows-stars to maintain market share

-to increase growth in industry and increase marketshare

                                     present products                    new products

Present markets            market penetration                   product development

New markets                 market development              differentiation

Penetration-selling more present product to present market

Product Develop-selling new products to new clients

Market develop-selling existing product/service to new market

Diversification-toal new product to total new market

Strengths and weaknesses
-straightforward

-pinpoint opportunities and ventures to avoid 

-encourses careful, consistent assessment of opportunities , allocation of resources and formulation of strategies

-where could be going or should

-oversimplification-put all into a model more to just growth and market

-placing without relevant relibable information-bad info-serious probs

-results could be used to contradict or substitute manger’s judgement-reason hire market dept-have knowledge and experienced-evnetually contradict and make mistakes

How to deal with competition
-low-cost leadership

-lowere prices to compete or cost low to make more sales 

-need to look at quality of value along with low price not only lower money

-differentiation on product ex southwest

-focus strategy-focus on particular customer

Situational analysis

Swot

Strengths

Weaknesses

Opportunities

Threats

SW are internal to the obligation

OT are external to the org.

Setting goals and marketing objectives
-goals-primary aims of the organisation

objectives-specific aims that mangers accomplish to achieve organisational goals

What you want to do? Ho ware you going to do it?

3. Marketing strategy: targeting and positioning
Target market- a clearly defined group of customer’s whose nees the company plans to satisfy

Positioning-establishing an image for a product or service in relation to eothers in the marketplace-what image you want to take

4. tactics and action plans
-understand your environment, in term sof your organization and market spot

-choose an option that meets your organisation’s goals and objectives

· -making good investment decisions-need to do research on where to invest and what to invest in

· diversifying-into another productor service /bigger not always better

· planning for the long term

· seizing new opportunities

· developing strategic parenterships-complement current product service

Resource Requirements
-what resources are needed to support the marketing strategies and meet the objectives

-personnel, budgets, support, research, consulting, training,

-what resources accessibile

-all depts work toegehrr to develop strategic plans

Marketing control
-in order to measure effectiveness, evalution programmes must be put in place

-must include regular monitoring- to see in on track

Communicating the plan
-involve staff in the development of the marketing plan-different people indevelop of plan to get input from different perspectives

-especially important in service industries wehre astaff has direct contact with customers

-communicate internally and externally

The planning process involves:
-setting realistic marketing objectives

-determining strategies for positioning and for gaining a differentat advantage on competitors

-identifying appropritate targe market segments and an assessment of market demand

-identifying a strategic marketing mix that will appeal to the target segments

