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Basic

€ Recognizing key components of a successful marketing plan

& Fleshing out the four Ps of an effective marketing plan

& Preparing a SWOT analysis for well a researched marketing plan

& Putting the stages of a marketing plan and action steps on paper

& Checking out DO’s and DON'Ts for building a solid marketing program

¢ Forecasting and projecting for best-the-odds survival and success






MKTG Plan Flow & Sections...

What is a Marketing Plan?

Environmental/Situational ~nalys:

Business ortuni Le5 & Profitability Analyses

Strategy Formulation & Contingency Planning

]

Action Plan and Tactical Implementation

4.

Performance Management




Where are you now T

= Comipany Analysis _fr‘l' Where do yvou want to be?
\ + What is the current positioning?

= Competitor Amalysis + Who are yvour competitors?

=+ Customer &naly=is

=+ Cwurrent market environment analysis

=+ ‘What are the target markets?

Howys is this changing?

Haow weill vou define this?

~ WWhat is your stra

What is your budget for the next 12
months?

What areas will vou invest this money?

Identify the resources

Identify the known waork items

- Marketing Plan

dore schedules and timelines clear to all

stakeholders?

Product

Price

Place

Promaticn

hdaster

= What are yvour markseting messagesy s
= Product

=+ Market penetration

Laocal Markets

= Market Development Fa
“.. ‘Global markets

KPI's

Google Analytics

Email marketing taaols




nases...

Planning
phase

Implementation
phase

Control
phase

Step 1: Busine
p 1: Business .

mission & objectives

!

Step 2: Situation analysis

+SWOT ¢

Step 3: Identify opportunities

Segmentation

Steps: Evaluate performance

using marketing metrics

A marketing plan is a
written document
composed of

* an analysis of the current
marketing situation,

o opportunities and
threats for the firm,

* marketing objectives and
strategy specified in
terms of the four P’s,
action programs, and

e projected or pro-forma
income (and other
financial) statements. ...



Two major parts: Research & Development

Step 1
Purpose
Marketing
Step 2 Step 3 Research
Market Organization
Marketing
Strategy Sias
Marketing Strategy
Marketing
Development
Marketing SECRO
Tactics Marketing Mix |
. Step 7
Market.mg Operational Marketing
Dperations Plan .




Customer
Needs

External
Environm eent

Competitive
Analysis

Positioning

Research &
Development

Differentiated
Market Strategvy

Marketing Plan
Development

Communication

S
Implementation

Tracking Results




Business Plan

Strategic Marketing Plan

Markef Research

Competitive
E nvironment

sDefineVision& * Market * |dentify and
Mission segmentation  profie
*Businessmodel * |dentificationof ~Primary
e target competitors

-Ijisggnwsgilgns' segments& (SWOT)

partnerships Customers -Secondary

needed * Confimationof compettors
. customer needs (SWOT)
gf;‘:' MY oiceofthe

9y Customer)

~Major barriers

to entry

-Alternative

strategies

Market

R eu ting an
quﬂ}ronmgf& hSAZIrII:neg N?ode?
Strategy
* Prioritize customer  * SWOT * Salesand
needs + Unique Sellng channel strategy
* Descriptionof Propostion(USP)  » Sales force
offering * Merketentry organization
* Pricing strategy strategy * Sales metrics &
Valdeiondesing  Majorbaniers  "ConIeS
~Aiternative PR Sy
strategies » Advertising &
el promotion
~Ohjectives strategy
* Critical success
factors

Product Operations &
ERI Organization
*Time-rame&  *Organizational  *Financial model
milestones structure o
*Potential *R&D and Operations :
riskshottienecks model ~Projected
revenues &
' Key success -Degreeofverticd  profitshy
factors integration segment
*Marketing Action  <In-housevs.  *Investment
Plan (MAP) outsource requirements &
s Huitiari fesoirces financing strategy
*Culture &
management style
*Businesssydems &
processes

g ¢t ¢ ¥ ¢ % |

Monitor/ Fvaliate Restilts / Revise



Marketing Plan Structure

1) The specific outhne used 1s not 1mp01tant as 10ng as the outline

1 e [ e I N h 3 g
1S comj des al levant information.

2) The structure should be logical so 1t 1s easy to follow and
communicates its message clearly to top management.

3) The structure should be flexible enough to be adapted easily to
unique situations and organizational characteristics.

4) Any marketing plan structure is just a/framework not a series of
sequential planning steps.

5) Many elements of a marketing plan are decided upon
simultaneously, such as marketing strategy and implementation.
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The Marketing Planning Process

l_.l"

Goal 1 Mission
Setting
2 Corporate Objectives

o
i * 3 Marketing Audit i b G UL LY : _%\"l
Analysing the
current 4 SWOT Analysis :
situation
5 Marketing Assumptions :
o |—_.( g P E )
+ 6 Marketing Objectives & Strategies : )
Creating the T Forecasts of Expected Results
marketing strategy
8 Create Alternative Plans y

Allecating marketing
resources and monitoring

p

—iﬂﬂaﬂt eting Budget
10 Detailed Action Plan wr




SWOT: Internal & External Variables

CORPORATE MISSIOMN

SITUATIORMAL AMALYSIS

INTERMAL FACTORS EXTERMNAL FACTORS
Strengths & Weaknesses OppPportunities & Threats

CORPORATE STRATEGY
CObhjectives & Tactics

MARKETING STRATEGY
Objectives & Tactics

PRODUCT

PROMOTIOMN

IMPLEMERNTATION
£ EVALUUATIORN
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Answering Questions...

Situation Matrics &
Analysis Adjust

What is Whatdowe  Howcanwe  What will How are we
goingon?  wantio get there? it cost? doing?
achieve? And, What needs

what's the to change?
timing?




Gather Inputs

* From all
Stakeholders

+ Customer
analysis

+ Competitor
analysis

...Reviewing & Adopting...

SWOT
Analysis

SWOT Analysis

+ External Analysis
* Opportunities
* Threats

* Internal Analysis
+ Strengths
+ Weaknesses

* Industry analysis * Strategic

* Environmental

+ Company
performance

* Company
strategies

Questions
+ Strategic Issues

Review
Inputs

Review Inputs

Strategic

Matrix

Strategic Matrix

+ All Stakeholders + All Stakeholders

* Review Inputs

* Review SWOT
Analysis

+ Define 34 key
statements

* Define Strategies
to address SWOT

combinations:

* Opportunities vs + Operational Plans

Strengths

* Opportunities vs
Weaknesses

* Threats vs
Strengths

+ Threats vs
Weaknesses

Define
Strategies

Define Strategies

* Objectives

* Key Strategies

» Short and Long
Term Goals

Final Reviews

« All Stakeholders

* Review Strategies

* Review Goals

* Review Plans

* Adjust as
necessary



Situation(SWOT)

and Controlling ...

Action plan

firm

marked
indusiry
competition
environment

Objectives

Marketing

sil %
market share

market n::ql-aniiun

leadership
sales [acton

Strategy

budget allocation:
product
promotion
pre
distnibution

Forecasts

quanify:
costs
gales
profits

mark et share

Control @

segment — target

price / quality

product positlioning

ch fferentiation
diversification

organization structure
measurement tools
check frequency

=% Comeciive aclions



How about in Practice...



Indeed... Most Firms are weak on Marketing Planning

Annual Marketing Plan
Development and Effectiveness

13%
50% I
Does not develop an Marketing plan
annual marketing plan is effective
33% 490

A oA

Marketing Marketing plan
somewhat effective is ineffective



... even Worse... Firms conceive and implement...

Bad Marketing Plans

Fail to have a complete Contact Section Including Picture

Professional Summary Section Lacks Substance/Brand and
IS not Focused — Number 1 Mistake

Does not Define your Key Skills

Does not adequately tell the reader what your Career Search
Objective is for your desired next position

Uses too much space listing previous work experience and
company information — Number 3 Mistake

Does not have enough or uses too little space for Target
Companies — Number 2 Mistake

Lack Creativity, Color, Layout, Spacing or are not "Pleasing”
to the eye — Must draw the readers eye to key sections



I11) Effectiveness

Key Components of an Effective MKTG Plan
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Effective MKTG Plan should answer questions like:
- What products will sell and in what volumes?
- At what prices?
- At what promotional costs?
- When and by what selling method?



gt

4,

Effective MKTG Plan shouldi

Anticipate Change.
Engage Everyone.
Seek Alliances.

Make Marketing Meaningful.



Effective MKTG Plan should:
» Be clear about your mission

o Create measurable goals that will drive your
strategy and use of resources

» Identify the audience you want to reach

» Know the message you want to deliver and who
the best messengers would be

n Use strategies that will actually help you reach
your goals



Effective MKTG Plan should be:

Specific, time-defined, measurable
Realistic yet challenging
Consistent with mission and goals

Appropriate for environment,
opportunities, and threats
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Effective MKTG Plan should be:

Fact-based

Organized and coordinated
Programmed

Budgeted

Flexible

Controllable

Internally consistent and interrelated
Clear and simple



Effective MKTG Plan should:

fit

EXTERNAL
CONTINGENCIES

Competition

Legal /Political
Demographics
Technology

Culture

Physical Environment

Economy

(SWOT Analysis)

Planning

l,__ [ . 1= .~

a. Marketing Research

' - . -
. M action De S

a. Market Segmentation
b. Target Markets
c. Positioning

i sions

a. Products
b. Pricing

c. Promotion
d. Place

Implementation
Control

fit

“Ax

INTERNAL
CONTINGENCIES
Vision

Mission
Obijectives & Goals
Strategy

Culture

(SWOT Analysis)




Key components of an effective

marketing plan:

1)
2)
3)
4)
S)
6)
/)

Mission Statement

Executive Summary

Situation or S.W.O.T. Analysis
Marketing Goals / Objectives

Market Research / Marketing Strategies
Implementation

Evaluation and Control



Key components of an effective
marketing plan (could also include):

1) Table of contents
2) Problem identification statement

3) Communication and/or publicity plan



STEP ONE

Executive Summary

STEP TWO

Situational Analysis

STEP THREE

Marketing Research

STEP FOUR
Marketing Strategy of Product

STEP FIVE
Pricing and Positioning Strategy

STEP SIX

Promotional Strategy

STEP SEVEN

Distribution Plan

In Sum: 14 steps To create an effective MKTG Plan

STEP EIGHT
Offers

STEP NINE

Marketing Tools

STEPTEN

Conversion Strategy

STEP ELEVEN

Partnerships and Joint Ventures

STEP TWELVE

Increasing Transaction Prices

STEP THIRTEEN
Retention Strategy

STEP FOURTEEN

Financial Projections




Effective International MKTG Plan

@

Research

Reevaluate

Build th
and Adapt o ©

Infrastructure

® ®

Localize the Product Adapt the Current
and Marketing Materials Marketing Plan



Website

Email

Social media

Organic search

Paid search

Mobile

Display ads

Effective Digital MKTG Plan

63%
52%
49%
31

29%
28%

24%

ae |



Effective Mobile App MKTG Plan

A

GEET T [ @ Organic growth,
QRGN ERE] . keeping your audience
interested
50 000 1
® Large number
@ Viral marketing of app reviews
_ Work with CPC and CPI
. @ Paid networks
= | ®Reviews installs
2 by influential Launch .
< bloggers . Facebook ad Partnerships
= campaign News about the app
°| @ High-profile CPC Push notifications
) media
-2 coverage Facebook m . -
= Mobile Ads Offline advertising
=
Marketing Dayo Day1 Day2 Day3

before the release

Burst campaigns at launch




