Chapter 2:  Strategic Planning & Marketing Plans/Process

Why have a Marketing Plan?  A written guide that:

· serves as a guidebook of marketing activities for the marketing manager (and all other personnel in Marketing).  

· Will describe in detail issues such as product lines, distribution channels, marketing communications, and pricing.

Corporate-level Strategic Planning

· Mission Statement: statement of organizational purpose 

Kotler’s Requirements for Success:
· Market Oriented:  

· Realistic:  

· Specific:  Drafted to be generic (but are usually overly generic)

· Must avoid Marketing Myopia—defining a business in terms of the goods and services rather than the terms of the benefits to customer—
· Fit the market Environment:  

· Fit Distinctive Competencies:  

· Be Motivating:  

· Situation or SWOT Analysis

· Must be done both on own company and also on each competitor or class of competitors
· Strengths and Weaknesses 

· Opportunities and Threats 

· You are looking for Differential Advantages (or Competitive Advantages such as: cost, niche, differentiation)

· Goal is to create Sustainable Competitive Advantages (“profitable growth- pg 56) that lead to Strategic Alternatives (i.e. Market Penetration, Market Development, Product Development, or Diversification ---

· A means of Selecting a Strategic Alternative is the BCG Portfolio Matrix (pg. 43)

· Dominance of Market Share is X-axis while growth of market is Y-axis (lo/hi)

Portfolio Analysis:  BCG Matrix

· Strategic Business Units: 

· Question Marks/Problem Children, Stars, Cash Cows, Dogs

· Strategy for success is to use profits from Cash Cows to fund marketing activities to grow the market share of Question Marks so that they become Stars.  As markets cool, marketing activities for stars drops so that they become very profitable cash cows. 

· Problems with BCG Matrix:
· Good for current SBU’s but not for future planning—which means you must also evaluate potential for new products or SBU’s

· BCG can also lead to stupid diversifications

· Marketing Objectives

· MUST BE SPECIFIC (see pg. 49) ex.  Increase sales/find new customers/lower costs

· Marketing Strategy

· Segmentation/Targeting/Positioning 

· Market Segmentation
· Market Targeting:  
· Ways to target:
· All segments (undifferentiated)
· Concentrated (go after one)
· Multiple market segments (go after several)
· Ex..  
· Marketing Positioning:  
· Offer Greater value to targets
· Deliver Greater value to targets
· Marketing Mix (4 P’s):  
· Implementation/ Control:  
· No money/budget from the suits unless you can show what they will get for it  (yardsticks)

· Measure and Evaluate Results:  

· Control is the course changes that come about as a result of measurements

· Operational Control

· Strategic Control

Marketing is just one business function in the Value Chain (pg 57)

Strategic planning:  Is not done annually but is an ongoing process!

