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Section 1: Marketing Philosophy - [3 modules] Section 2: Marketing Theory - [3 modules) Sr ction 3: Marketing Application - [3 modules)
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The steps & the people involved in the CADDIE Business-marketing planning process
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We take the COMP factors from research to application

We take create the strategies & tactics to go to market
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Software for Marketing Practitioners

Planning

The objective is to best satisfy the needs of the customer & the organisation
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The COMP factors influence all decision-making for both customer & organisation
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Eh The business-marketing planning process [CADDIE]

Marketing* Audit Report

Market S ( The strategic planning group

attractiveness The business plan

oty o Dperahonal Information Markeung
to compete plan P|3" plan plan |

Corrective
action

Marketing
audit

Marketing practitioners

Customer throughout the organisation will
Organisation nd  contribute marketing research _fn & deve molamant markatin Evaluate against
Market obje marketing objectives
Products iorities, ] : & corrective action

A

New product
development

1: Collect & Analyse 2: Design & Develop 3: Implement & Evaluate
www.themarketingconcept.com © Ur. Stephen Fanning



il

The Strategic Business Planning Group

I { stakeholders ]
The board
of directors |
( Chief )
Executive
r Officer J \
1 | : | 1
Chief Chief ] Chief Chief
[ Finance ] [Operaticns [Information] [ Marketing ]
Officer Officer HR Officer Officer

"
o
-

e
s
"y

Articulation of desired market position & basis of competition

The business plan
Qutlines the strategic intent of the organisation

-

. | ) $ $ 1
Finance Operational Information Marketing
f plan plan plan plan

*
-

-
-
L

-
-
o
-
+*
-t

o

www.themarkefingconcept.com © Dr. Stephen Fanning




Market
attractiveness

C Abilty
to compete

Marketing
audit

New product
development

Customer
Ol EYIREIIII Determine marketing
Market objectives,
Products priorities, budget
J

The business-marketing planning process [CADDIE]

SBPG
Will analyse the reports from
the various disciplines

[_Jl _on_J

el it L R

plan R

IR =1 F\Eting
plan

plan

Corrective
action

Articulation of desired market position
& basis of competition

Strategic Intent

Evaluate against
marketing objectives
& corrective action

Design & develop
appropriate marketing
action plans

Design & develop
a marketing plan

Implement marketing

action plans

Action plans

L

[ )

1: Collect & Analyse

2. Design & Develop 3: Implement & Evaluate

www.themarketingconcept.com © Lr.



The business-marketing planning process [CADDIE]
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