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an umbrella concept

‘organisations that best satisfy the needs [& wants] of their customers and best placed to satisfy their own needs’

m i _:; the marketing concept

www.themarketingconcept.com © Dr. Stephen Fanning



A marketing practitioner’s objectives

Ftleny

A marketing practitioner’s objectives

{ . G
3 strategic objectives
product leadership
customer intimacy
operational excellence

( A e
3 financial objectives
increase sales revenue
reduce costs [as a % of sales]
build value of the business

-
3 communication objectives

attract customers
retain customers
enhance relationships




What are the task marketing practitioners undertake

~

Identify the strategic philosophy of an
organisation, collect and analyse
information, design and develop a
marketing  plan, implement the
marketing action plans, and then
evaluate the performance and take the
necessary corrective actions.

Note: CADD IE /




Internal communication

Role, scripts, & control
[customers & staff]

-
Build B2B
channel harmony
G
4
Internal marketing
conversations
.
&
Manage
supply & demand
3
~
Generate meaningful
conversations
\_
5
Reward
customers & employees
\

s

=
Marketing

P S TR TS T PR NN PN

A 4

oy

-

3 financial objectives

NCIease sales rovenve
reduce costs [as a % of sales|
buid value of the busness

3 strategic objectives
product leadershp
customer imMimacy

operatonal excellence

J/

'8 S SR
3 communication objectives
altract cuslomars
retan customers
enhance relatonships

i

Note how communication is broader thaw advertising

External communication

f

Analyse market, design-develop

communicate UPVP

~

& P
' R
Manage salespipeline
attract > retain > enhance
" >

N\
Manage pre-purchase
information & risk
4 J
N
Facilitate
profitable exchanges
5 >
N
Facilitate
product delivery
>,
\
Manage post-purchase
recovery & dissonance
y,




A marketing audit for a ‘start-up’
is different to an established

business with historical data.

Exploring the COMP factors is
part of due diligence prior to
entering a market

Designing & developing a
marketing philosophy is a /-\ /\ m /O\ /\

Critical early Step pH sophy marketing hy marketing ¥ pH ophy marketing ¥ philosophy marketing ¥ ph!osophy

" &J" & &7 &

. Design and develop a unique marketing philosophy

This S
Nurtures an organisational culture

www.themarketingconcept.com © Dr. Stephen Fanning

Note how COMP factors influence the organisational direction and culture



Marketing research

‘@

Y

Marketing practitioners

Collect and analyse data on the
the customer, organisation, the market, & the product
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Keep in mind

@ Situational factors impact consumption decisions

COM®P factors can be viewed through the lens of consumers § organisations

2

e

g Situational factors impact business decisions




An old adage

o if it is not measured - it can't be managed

\
, \\\\\\\\\\\

Note how the objective of marketing dictate what should be measured § recoroed



marketing metrics

are when
marketing practitioners

‘drill-down’ into the COMP factor

Amarketing practoner's objectves

|

to achieve

marketing objectives

= Customer - fundamental needs, wants, expectations ~|

= Customer motives
= Customer benefits
= Customer involvement

+ Customer segmentation
- enthcaton. charctonsics, oftoctvonoss, communcaton

* Perceptions of quaties, costs, value

* Customer pre-purchase pattems - forming expectations
* Customer satisfaction [customer experience]

- epsadic - cumuative - coloctve - aggregele

+ customer devatons from expectatons

= Customer trust
* Customer retention & enhancement
* Customer lfe-time value

* Customer post-purchase behaviour —
- Lopaty sences - efoas - epeat patronage

Situational factors

COMP- Market

COMP - Organisation

« Organisaional phicsophy
= Phiosophy stucture - producton - soling - markeing phiosophes
+ Cultro - natonal [Hofsode] organisational

+ Vison statemont [performance 8 aps) - stratogic ntont

= Marketng objactves - nancial - siratogic - communicaton [perlormance & gaps)
= Senvco qualty - intomal - extomal
= Organsatonal capabiiosiconstraints
= KSF, patens, engloyeo performance, relatve costs
+ marketng chamnel eflectiveness
= Revenue analysis -
» sze, marketshare[product -segment. growh,pricng, profiabiy
* Brand equity
= relationship analysis,brand strength & stature, brand awareness
brand recogrition, brand associlions

CEMSTEEP factrs

COMP - Product

* Product considerations
+ Nature of the product

+ Product sales data
* Costs as a % of sales
« Product inventory - [on hand - usage rates]
* Product strategy
i

= Threat of substitute products

* Involvement

= decision type, recipients), category, ciassiicason,
awareness

= product e - i,
+ posioring, niqueness, value proposion, augmentason.
* produet contac,

D 4
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Marketing should be considered
as a ‘service’ to the
organisation

Marketing practitioners must ...

= Demonstrate the value of marketing activities [ROI]
= Put systems in place to track performance
= |dentify relationship between marketing & financial objectives

= Poor marketing practice may

Encourage a short-term selling focus

Neglect a long-term brand customer centric focus
Invest marketing expenditure in the wrong areas
Result in poor strategy/tactics selection

Neglect customer lifetime value



Marketing practitioners must ... .

= Demonstrate the value of marketing activities [ROI] Marketlng InveStment
= Put systems in place to track performance
= |dentify relationship between marketing & financial objectives

= Poor marketing practice may
= Encourage a short-term selling focus

= Neglect a long-term brand customer centric focus EXp en d Itu re

= |nvest marketing expenditure in the wrong areas

= Result in poor strategy/tactics selection 3
= Neglect customer lifetime value catego I'IeS

Impact on
customer perceptions

Costs of
Impact on Impact on marketing

customer attraction customer retention investment

Impact on
customer lifetime value

Impact on
customer equity

Return on marketing [ROI]

Adapted from Rust, Lemon, and Zeithaml, (2004)
www.themarketingconcept.com © Dr. Stephen Fanning



The 3 stages of CADDIE

marketing planning process:

1. Collect & Analyse relevant
information

2. Design & Develop the business
plan, marketing plan & action plans

3. Implement & Evaluate the
specifications in the action plans

The 3 stages of the business-

We will refer to this process as CADDIE

www.themarketingconcept.com © Dr. Stephen Fanning



The business-marketing planning process [CADDIE]

( The strategic planning group
The business plan

Finance Operational Information][ Marketing €
plan plan plan lan
[HR P : |

Corrective
action

Articulation of desired market position
Marketing & basis of competition

audit T
Strategic Intent

Customer

Organisation Determi_ne mafketing Design & develop Desigh & develop
Market objectives, a marketing plan appropriate marketing
Products priorities, budget action plans

¢ Action plans

A
[I (N | A | N ll

Evaluate against
marketing objectives

Implement marketing

action plans : s
& corrective action

1: Collect & Analyse 2: Design & Develop

3: Implement & Evaluate

www.themarketingconcept.com © Dr. Stephen Fanning



[CADDIE]

Strategic Business Plan

Market '
attractiveness
""Kb}"{y"" Finance
to compete plan s |
Corrective
action

Articulation of desire¥ market position
& basis of competition

Marketing
audit

Strategic Intent

Customer
Organisation
Market
Products

Evaluate against
marketing objectives

Determilne marketing Design & develop Design & develop
. op!ectlves, a marketing plan appropri.ate marketing
priorities, budget action plans

Implement marketing

action plans 5 :
& corrective action

Action plans

( A
New product [ l ][ ][ ][ " l ]

development

1: Collect & Analyse 2: Design & Develop

3: Implement & Evaluate



The business-marketing planning process [CADDIE]

Market ( The strategic planning group
attractiveness > The business plan
T Abiity l Finance || Operational || information |f Marketing |¢
t t plan plan plan lan
0 compete (AR p ] |
Corrective
action

Articulation of desired market position
& basis of competition

Marketing
audit

Strategic Intent

Customer
Organisation
Market
Products

Evaluate against
marketing objectives

Determilne marketing Design & develop Design & develop
. op!ectlves, a marketing plan appropri.ate marketing
priorities, budget action plans

Implement marketing

action plans 5 :
& corrective action

Action plans

e )
New product m WW \]1[ ][ ][ " l ]

development

Strategic Marketing Plan
I

1: Collect & Analyse 2: Design & Develop 3: Implement & Evaluate




The business-marketing planning process [CADDIE]

Market The strategic planning group
attractiveness 2 The business plan
[ Abiity - Finance || Operational |{ Information || Marketing |
to compete plan planr= plan plan | |
Corrective
action

Articulation of desired market position

& basis of competition

audit T
Strategic Intent

Marketing

Customer

Organisation
Market
Products

Evaluate against
marketing objectives
& corrective action

Determilne marketing Design & develop Design & develop
. obpchves. a marketing plan appropriate marketing
priorities, budget action plans

Implement marketing
action plans

( Action plans \
i e e A

Implement & Evaluate
(&) () () (12

1: Collect & Analyse 2: Design & Develop

www.themarketingconcept.com © Dr. Stephen Fanning



Think [1] strategy [2] tactics [3] congruency

| |
| The business-marketing planning process [CADDIE]
=
Market r The strategic planning group
attractiveness 5 The business plan
"__A_bﬁify____ == Finance Operational || Information || Marketing |
to compete plan plan= plan plan |
= - Corrective
Articulation of desired market position action

Marketing
audit

Customer

Organisation
Market
Products

objectives,

)

Determine marketing

priorities, budget action plans

( A
LI I l]

& basis of competition

Strategic Intent

Design & develop Design & develop
a marketing plan appropriate marketing

Implement marketing Evaluate against

marketing objectives

action plans
P & corrective action

Action plans

1: Collect & Analyse P 2: Design & Develop 3: Implement & Evaluate

www.themarketingconcept.com © Dr. Stephen Fanning



The COMP factors influence all decision-making for both customer & organisation

COMP factors

=R Customer considerations

ﬁ:ﬂ: Organisation considerations

e Market considerations

...........

s i
=
=

Product considerations

f’

I(l

lv’-i-‘E’?-

Organisations adopt he marketing concept

<> |Io oph, o
Organisation considers he prevaling situational factors [COMP)

Otvr.w:det,::a mQue marketing philosophy

Nurtures an crganssational culture

1;)} ication
dl-- =R

‘L‘«
=

o SNy




COMP factors are central to the CADDIE business-marketing planning process
/ The business-marketing planning process [CADDIE] \J

Customer

Organisation | (f
Market
Products

1: Collect & Analyse 2: Design & Develop 3: Implement & Evaluate

wwww themarketingconcept.com © Dr. Siephen Fanning

COMP - Product

A
= Product considerations .@ )
= Nature of the product R "’

.

involvoment
*+ docision type, recpons), catogory cassifcaton,
awarenoss

« Productsales data

* Costsas a % of sales

= Product inventory - [on hand - usage rates]
* Product strat

- osliing, unauenes, Ve prepeston, augmerisin,

stahre, —y + produet conacy,
= relaionship analyss,brand svengh & stature, brand awar .
brand rocagniton, brand associatons. ‘Threat of substitute products

Historical COMP data Current COMP data Forecast COMP data Emergent COMP data

previous financial years the current financial year predicts likely outcomes the unfolding situation
may indicate trends the recent situation the next planning cycle to be managed

Collect & Analyse Design & Develop Implement & Evaluate

www.themarketingconcept.com © Dr. Stephen Fanning



COMP - Customer

Customer - fundamental needs, wants, expectations
Customer motives
Customer benefits
Customer involvement
Customer segmentation
= identification, characteristics, attractiveness, communication
Perceptions of qualities, costs, value
Customer pre-purchase patterns — forming expectations
Customer satisfaction [customer experience]
= episodic - cumulative - collective - aggregate
= customer deviations from expectations
Customer trust
Customer retention & enhancement
Customer life-time value

Customer post-purchase behaviour —
= Loyalty services - referrals - repeat patronage

COMP- Market

CEMSTEEP factors

petitors

Structure of market channels [E2E]

= Analysis of competing brands - ranking

= Analysis of competing products — features benefits pricing
= Size - Revenue - Profitability - Growth

= Motivations - Competencies
.

= Com)

Potential compefitors
Margin intensity
Models of competition
= Economic factors [macro-micro]
= Consumer confidence — household debt— unemployment- retail activity
= Market considerations
= Marketlife cycle factors
= Demand patterns
= Market culture
= Emerging trends & developments
= Competiive nature [Porter’s 5 forces]
= Stabilty - disruption
Societal factors
Technology influences
Environmental
Ethics, legal, &
political influences

COMP - Organisation

= Organisational philosophy
= Philosophy structure - production - selling - marketing philosophies
= Culture - national [Hofstede] organisational
= Vision statement [performance & gaps] - strategic intent
= Marketing objectives - financial - strategic — communication [performance & gaps]
= Service quality - internal - external
= Organisational capabilities/constraints
= KSF, patents, employee performance, relative costs
= marketing channel effectiveness
= Revenue analysis -
= size, market share [product - segment], growth, pricing, profitability
= Brand equity
= relationship analysis, brand strength & stature, brand awareness
brand recognition, brand associations

COMP - Product

= Product considerations
= Nature of the product
= |nvolvement

= decision type, recipient[s], category, classification,
awareness

= Product sales data
= Costs as a % of sales
= Product inventory - [on hand — usage rates]
= Product strategy
= product components,
= product line — mix,

= positioning, uniqueness, value proposition, augmentation,
= product contact,

Threat of substitute products




planning process

Market ( The strategic planning group
attractiveness The business plan

L-- _A_b_ilizy- —-— Finance Op Marketing ]
e plan planrr= plan plan J l

Corrective
action

Articulation of desired market position
& basis of competition

Strategic Intent
Customer
rganisation
Organisatiol Determine marketing Design & develop Design & develop
Market objectives, a marketing plan appropriate marketing
Products priorities, budget action plans

Evaluate against
marketing objectives
& corrective action

Implement marketing
action plans
Action plans

New product
development

SfMP

3: Implement & Evaluate

1: Collect & Analyse “ 2: Design & Develop

The 3 stages of CADDIE

Collect & Analyse
The business-marketing planning process
from strategy to tactics

Design & Develop

The marketing plan
Outne b st e o COUP

) (Ben) (malt) (17,

/ Implement & Evaluate

2) () (b (2)| |

Process

Pec;ple

www.themarketingconcept.com © Dr. Stephen Fanning



The business-marketing planning process [CADDIE]

Market The strategic planning group
attractiveness The business plan
""A_bﬁify"" Finance || Operational || Information || Marketing ¢
to compete plan plan= plan plan |
Corrective
action

Marketing
audit

Customer
Organisation
Market
Products

objectives,

New product

development

Determine marketing

priorities, budget

Articulation of desired market position
& basis of competition

Strategic Intent 4

Design & develop
a marketing plan

Evaluate against
marketing objectives

Design & develop
appropriate marketing
action plans

Implement marketing

action plans : g
& corrective action

Action plans

I

marketing
data storage

[ Il

A
]
|

1: Collect & Analyse

2: Design & Develop 3: Implement & Evaluate

www.themarketingconcept.com © Dr. Stephen Fanning



Important

Clarifying key terms

Marketing Audit
Where is the organisation at the present?

What are the current situational factors?
How well does our total product meet the needs of our customers?

Marketing Plan

Articulation of desired position and basis of competition
Identification of market strategies

Identification of market/revenue goals

Marketing Action Plans
ldentification of tactics
Identification of responsibilities and timeline

Marketing implementation & evaluation
Measure performance against specifications
Take corrective action where necessary




The architect metaphor

Abusiness plan is like the working drawings of an architect
Different disciplines have different plans & responsibilities

NOARENRL. %
m The business-marketing planning process /\ 4 N / W il

Just as an architect would have written specifications

Each component of the business plan would have specific outcomes.
Each function agrees that this is the business that they are building.

=
T = -
bjectives, g 1awomhmarkeﬁng
priorities, budget

New product
development

7: Desian & Develcp

www.themarketingconcept.com © Dr. Stephen Fanning




Marketing |3
plan

Just as an architect would have written specifications

Each component of the business plan would have specific outcomes.

Each function agrees that this is the business that they are building.

r— N UEolg et = “
bjectives, ar eling plan ‘ appropnlata marketing
priorities, budget - action plans

\‘*‘,

New product
development

: - pr

W

A busilriess plan is like the working drawins of an architect
=% Different disciplines have different plans & responsibilities

S v —




Everyday marketing research

Two types of everyday marketing
research:

S CiCl 1. Strategic research is conducted
‘“‘ ' as part of the business planning
process. This is referred to as
conducting a marketing audit

2. Tactical research is conducted to
evaluate the performance of the
organisation against the objectives
specified in the marketing plan &
marketing action plans. When
necessary take corrective action

www.themarketingconcept.com © Dr. Stephen Fanning




Everyday marketing research - strategic

= Strategic marketing research is
conducted as part of the business
planning process.

= This is referred to as conducting a
marketing audit & explores the
situational factors facing the
organisation [COMP]:

= Customer

= Organisation
= Market

* Products

The business-marketing planning process<{CADDIE]

1: Collect&Analyse™ = 2: Design & Develop 3: Implement & Evaluate
d

www.themarketingconcept.com © Dr. Stephen Fanning




The business-marketing planning process<{CADDIE]

1: Collect & Analyse a2 Design & Develop 3: Implement & Evaluate

Everyday marketing research - strategic

= Strategic marketing research is
conducted as part of the business
planning process.

= This is referred to as conducting a
marketing audit & explores the
situational factors facing the
organisation [COMP]:

= Customer

= Organisation
= Market

= Products

www.themarketingconcept.com © Dr. Stephen Fanning



Everyday marketing research - strategic

Collects and analyses
the characteristics of the customers

www.themarketingconcept.com © Dr. Stephen Fanning



|==5 The marketing audit — COMP

Market
attractiveness COMP C
Wit - Customer
Ability
= Customer - fundamental needs, wants, expectations
to compete = Customer motives

= Customer benefits
= Customer involvement
= Customer segmentation

= identification, characteristics, attractiveness, communication
= Perceptions of qualities, costs, value
= Customer pre-purchase patterns — forming expectations
= Customer satisfaction [customer experience]

= episodic — cumulative - collective - aggregate

= customer deviations from expectations

= Customer trust
= Customer retention & enhancement
= Customer life-time value

Customer post-purchase behaviour —
= Loyalty services - referrals - repeat patronage

Marketing

www.themarketingconcept.com © Dr. Stephen Fanning




COMP - Customer

Customer - fundamental needs, wants, expectations
= Customer motives
= Customer benefits
= Customer involvement

= Customer segmentation
= jdentification, characteristics, attractiveness, communication

= Perceptions of qualities, costs, value
= Customer pre-purchase patterns — forming expectations

= Customer satisfaction [customer experience]
= episodic — cumulative — collective - aggregate
= customer deviations from expectations

= Customer trust
= Customer retention & enhancement
= Customer life-time value

= Customer post-purchase behaviour —
= Loyalty services - referrals - repeat patronage




The situational factors [COMP]
influence the consumer and the
organisation

a consumer perspective

* |Influences the consumer’s
buyer decision process

an organisational perspective

= Influences the business-
marketing planning process

1: Collect & Analyse 4 2: Design & Develop 3: Implement & Evaluate

www.themarketingconcept.com © Dr. Stephen Fanning
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|==5 The marketing audit — COMP

Market : .
attractiveness 20 rgan Isation
Ability
to compete = Organisational philosophy
= Philosophy structure — production — selling - marketing philosophies

= Culture - national [Hofstede] organisational
= Vision statement [performance & gaps] - strategic intent
= Marketing objectives - financial - strategic - communication [performance & gaps]
= Service quality —internal - external
Markeﬁng = Organisational capabilities/constraints
audit = KSF, patents, employee performance, relative costs

= marketing channel effectiveness
= Revenue analysis -

= size, market share [product - segment], growth, pricing, profitability
= Brand equity

= relationship analysis, brand strength & stature, brand awareness

brand recognition, brand associations

Products
A

www.themarketingconcept.com © Dr. Stephen Fanning
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COMP - Organisation

Organisational philosophy

Philosophy structure — production — selling - marketing philosophies
Culture — national [Hofstede] organisational
Vision statement [performance & gaps] - strategic intent
Marketing objectives - financial - strategic — communication [performance & gaps]
Service quality — internal - external
Organisational capabilities/constraints
= KSF, patents, employee performance, relative costs
= marketing channel effectiveness
Revenue analysis —
= size, market share [product - segment], growth, pricing, profitability
Brand equity
= relationship analysis, brand strength & stature, brand awareness
brand recognition, brand associations




=

The marketing audit —- COMP

Market
attractiveness

Ability
to compete

Customer
Organisation

Dete

prii

COMP- Market

CEMSTEEP factors

Competitors
= Stucture of market channels [E2E]
Analysis of competing brands - ranking
Analysis of competing products — features benefits pricing
Size — Revenue - Proftability - Growth
Motvations - Competencies
Potential competitors
Margin intensity

= Models of competiion
Economic factors [macro-micro]

= Consumer confidence — household debt— unemployment- retail activity
Market considerations
= Marketlife cycle factors
= Demand patterns
= Market culture

Emerging trends & developments
Competitive nature [Porter's 5 forces]
Stability - disruption

Societal factors

Technology influences

Environmental

Ethics, legal, &

political influences

www.themarketingconcept.com © Dr. Stephen Fanning



COMP- Market ——_

= Structure of market channels [E2E]

=  Analysis of competing brands - ranking

= Analysis of competing products — features benefits pricing
=  Size - Revenue - Profitability - Growth

= Motivations - Competencies

Potential competitors
Margin intensity
Models of competition
= Economic factors [macro-micro]
= Consumer confidence — household debt — unemployment - retail activity
= Market considerations
Market life cycle factors
Demand patterns
Market culture
Emerging trends & developments
Competitive nature [Porter’s 5 forces]
Stability - disruption
= Societal factors
= Technology influences
=  Environmental
= Ethics, legal, &
= political influences

factors




B The marketing audit - COMP

Market

attractiveness COMP - Product
Ability .

Product considerations %g
to compete = Nature of the product

= |nvolvement
= decision type, recipient[s], category, classification,
awareness
= Product sales data
= Costs as a % of sales
= Product inventory — [on hand — usage rates]

= Product strategy
= product components,
= product line — mix,
= positioning, uniqueness, value proposition, augmentation,
= product contact,

Threat of substitute products

Marketing

Customer
Organisation

www.themarkefingconcepf.com © Dr. Stephen Fanning



COMP - Product

= Product considerations

= Nature of the product
= Involvement
= decision type, recipient]s], category, classification,
awareness

Product sales data

Costs as a % of sales

Product inventory — [on hand — usage rates]
Product strategy

= product components,

= product line — mix,

= positioning, uniqueness, value proposition, augmentation,
L. protuctconsideratons = product contact,

¥ Product adoption & ife cycle

= Threat of substitute products

¥ Product stewardship

£
H
H
|




The business-marketing planning process

—— /\F The COMP information is analysed
Market attractiveness and ability to compete ” TO dete rmlne

= The market attractiveness
= The ability to compete {in the market]

This information will be passed

on through the Chief Marketing

Officer to the strategic business
planning group via:

= Areport

= Apresentation

Important

alyse 4 2: Design & Develop 3: Implement & Evaluate

www.themarketingconcept.com © Dr. Stephen Fanning




The business-marketing planning process [CADDIE]

Market The strategic planning group
attractiveness The business plan
s -prbﬁify_ —— Finance Operational || Information Marketing €
t t plan plan plan lan
0 compete (AR p I

Corrective
action

Marketing
audit

Customer / & / \
Organisation S o, ment marketing Evaluate against
Market S ction plans marketing objectives
Products - Marke:i'l’l(; Audit & corrective action
e o
- W
- (a
L ]
- J

wmm Renort on the organizational performance & the situational factors
+ the market attractiveness & ability to compete

Important
P {1 whemakeingeonoeptoomODr Sephenranning I8 Implement & Evaluate

www.themarketingconcept.com © Dr. Stephen Fanning




Cover page [with Marketing Audit - authors of the document - a place for who conducted the audit]
Table of contents [the word document needs to be formatted to show a hierarchy of importance]
Overview of CADDIE process - [details the process - includes a statement of purpose]
Foundation Questions

= Explanation of the 3 business approaches [includes a statement on how the marketing concept
leads to a competitive advantage]

= |dentifying the present position [organisational philosophy, mission statement, and raison d'etre]
= Explanation of situational factors [COMP]

Collect and Analyse

= Customer audit [explore the customer characteristics that a marketing practitioner must consider -
customer considerations]

= Organisational audit [explore the organisational characteristics that a marketing practitioner must
consider - organisational considerations]

= Market audit [explore the market characteristics that a marketing practitioner must consider -
market considerations]

Product audit [explore the product characteristics that a marketing practitioner must consider-
product considerations- quality, value, satisfaction, +]

www.themarketingconcept.com © Dr. Stephen Fanning



- The marketing audit fthe report]

Template for Marketing Audit Report
= Executive summary

= QOverview of the marketing audit process [methodology]
= Presentation of data [COMP factors]

= Conclusions [the findings of the marketing audit]

Template for SWOT Presentation

= Atemplate to present the Strengths, Weaknesses,
Opportunities and Threats facing the organisation

= what is internal and external - what should be maximised or
minimised]

www.themarketingconcept.com © Dr. Stephen Fanning



The business-marketing planning process [CADDIE]

Market ( The strategic planning group
attractiveness > The business plan
"_—A_bﬂify“" 1 Finance Operational || Information Marketing P
t t plan plan plan lan
0 compete e I (AR p |
Corrective
action

Articulation of desired market position
& basis of competition

Marketing
audit

Discipline reports + SWOT summary presentation
Customer b b y P

Organisation .
gMa rket positive value negative value Implement ma fketlng

Products

Evaluate against
marketing objectives
& corrective action

action plans

Strengths Weaknesses

Wh Areas of improvement

ion plans \

L]

Opportunities Threats
Areas to focus Areas of risk

maximise minimise

Important et ‘ . 3: Implement & Evaluate

www.themarketingconcept.com © Dr. Stephen Fanning
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B .. the marketing conceph%"}ﬂ
= By
\ /4
A y 4
\{“ér-_ k o 4
==y

Organisation considers the prevailing situational factors [COMP]

macketing Yy philosophy  marketing” Y/ philosophy marketin philos market hilos marketing philosophy marketing” Yy philosophy

&y ey &y &y &y &y

The business-marketing planning process
articulates organisational objectives
articulates marketing objectives
designs & develops marketing strategies & tactics

Implement & evaluate tactics to
manage COMP factors & achieve agreed marketing objectives




The business-marketing planning process

The next step would be an
iterative process where the

strategic planning group & the

__J)/discipline groups craft the

Outlines the strategic intent of the organisation

i (i) (). /) DUSINEss plan and the various

discipline plans

www.themarketingconcept.com © Dr. Stephen Fanning



I

~

Chief
Executive
Officer

Chief ] The
Discipline
Officers J plan

business

Chief
Marketing
Officer
1

‘‘‘‘‘‘

eeeeeeeeeeeeeee

Outlines the strategic management of COMP factors

The marketing plan ]

or %J

/

The Strategic Marketing Planning Group

Re-articulate;

= the desired market position & basis of
competition

Including:

= The unique product value proposition

= The compelling reason to purchase

= The most attractive [target] market[s]

= The anticipated market size

= The anticipated revenue and return

= The likely competitors

= Allocation of resources to achieve marketing objectives

= Product protection from copying

= Best methods of communicating with internal and external
customers
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=
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The marketing planning process

The business-marketing planning process [CADDIE]
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The marketing planning process

| Design & develop marketing plan

= The strategic marketing objectives of
the organisation

= The strategies and the tactics
needed to achieve the marketing
objectives of the organisation.

% The business-marketing planning process [CADDIE]
Market U
dity Oy Marketing




Organisations have
2 strategic options

when crafting a UPVP

a low price a higher price
with minimal with appropriate

product augmentation product augmentation




The marketing plan - structure

The marketing plan - structure
= The executive summary
= Present situational analysis

The marketing plan
Outlines the strategic management of COMP factors

= The statement of strategic intent

= The organisational objectives

= The marketing objectives

= quantitative

= qualitative
= Forecast situational analysis
= Overview of the action plans




The marketing planning process

— | ey Product positioning strategy

Product posttioning/segmentation strategy

Situational factors [COMP]

Selection of appropriate strategies
m n m" 4 Organisations distribute the products

o T r T NN )

i i through one of three strategies

= Whole-of-market approach

= Segments-of-the market approach
= Segment-of-market approach

1: Collect & Analyse @ 2 Design & Develop 3: Implement & Evaluate




The marketing planning process

Segment

«Identify basis for segmenting market

«Identify the market segments

*Analyse the needs & wants of each market segment.

Segmentation variables

= (Geographical: location, city VV urban, suburb,

Is the market segment . . .
city, country, proximity to business

Target « |dentifiable

+ Analysing the segments 25\ betantial n ) )

. i .

i s e & Renchatis = = Demographic: age, gender, occupation,
* Based on ability to compete in the segment = Responsive

income, disposable income, family life cycle

= Psychographic: lifestyle and values,
aspirational goals

= Behavioural: usage, loyalty, outcomes sought

= Profitable @
Position

« Create a marketing plan and action plan
+ Create a UPVPto suit the needs of the segment[s]
= Implement and confrol the action plan

The business-marketing planning process [CADDIE]

= Price/benefit: perceptions of product quality

Market The strategic planning group . .
e [( - ) and value hence products at different price
intervals

= Cultural: culture influences values and in-turn
consumption activities. Importance varies from
product to product

Customer
Organisation
Market
Preducts

= VALS: on the basis of values, attitudes, and
lifestyles




The marketing planning process

= COVP - Procuc o

* Prodscorssbesions

Designing & developing the total product

/- Product decisions will vary,
however, a comprehensive
marketing plan will detail the total

— product, including the mix of

e i = Product considerations
| = Product layers
= Product components.




The marketing planning process

Brand considerations

= This section will outline how the
product[s] is/are aligned with the
overall branding objectives of the
organisation.

And include an overview of the
brands and how the brands are
positioned in relationship to
competitor brands.

The objective is would be defined
in terms of brand equity

1: Collect & Analyse i 2 Design & Develop 3: Implement & Evaluate




The Tactical Marketing Planning Group
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The marketing action planning process

Design & Develop the action plans
| e ORI GE)” - \Who does what - when - how
= e - Adetailed action plan for each:

= product
= strategic business unit
= major function

| 1: Collect & Analyse 4 2: Design & Develop 3: Implement & Evaluate | Allocation Of resources to
implement each plan




The strategic planning group
The business pian

The business-marketing planning process [CADDIE]
M it

The marketing action planning process

Marketing action plans may include:
= managing quality
internal and channel marketing

= customer retention
= external marketing
= sales and salesforce management

1: Collect & Analyse 4 2: Design & Develop

wwn *  SOftware for marketing practitioners




R
Common ‘everyday’ action plans

Marketing action plans Marketing action plans Marketing action plans

[managing quality] ‘ [internal & channel marketing] [customer retention]

Y Tl

Marketing action plans Marketing action plan Marketing action plans

[external marketing] [software for marketing practitioners] [sales & salesforce management]




3: Implement & Evaluate

1: Collect & Analyse 4 2: Design & Develop

Two types of marketing action plans

= As needed marketing action plans

= relate to specific projects, sometimes referred to ad
hoc projects as the action plan are only undertaken
when a particular situation requires attention.

= Everyday marketing action plans

= relate to actions and outcomes that happen on an
ongoing basis, sometimes referred to as ‘marketing
metrics’ — sales, market share, communication,
advertising, promotions, public relations, social
media, service quality, retention, etc.




The marketing action planning process

The marketing action plans -structure

= Title: The title should identify the activity and parameters

. T of the action plan
The business-marketing planning process [CADDIE] . . . . .
= Organisation philosophy: This should be included to

= e e provide guidance to employees at all levels
= Marketing objectives: In broad terms provide a statement
of purpose; an overview of what the action plans hopes

to accomplish. Describe the specific strategic marketing
objectives that the action plan addresses

= Financial objectives: This would detail the increase in
| 1: Collect & Analyse i 2 Design & Develop 3: Implement & Evaluate Sales revenue, hOW |t reduces COStS asa percentage Of
sales, build the value of the business




1: Collect & Analyse 4 2: Design & Develop

3: Implement & Evaluate

The structure of the action plans [cont]

= Processes: the processes should be detailed and include
a flow chart[s] of how the actions will be implemented and
the sequence of events. The process for reporting of
deviations should also be outlined.

= Roles and responsibilities: identifies who is responsible
for implementing the action plan [this could be a person,
an organisation, a team, and may involve channel parties]
and who is ultimately accountable for reviewing
performance and advising the CMO of any deviations
from design.




The marketing action planning process

The structure of the action plans [cont]
= Timeline: identifies the various milestones that need to be
Th o SR —— achieved and in what time period. It is common that a
DAL e S marketing action plan has a shorter life than the marketing

plan or business plan therefore timeframes — who does
what and by when.

= Budget: itemises how much has been budgeted for the
implementation of the action plan. This should include a
breakdown of costs.

The strategic planning group
The ess plan

1: Collect & Analyse 4 2: Design & Develop 3: Implement & Evaluate




The marketing action planning process

The structure of the action plans [cont]

= Collection and analysis: what information is needed post
implementation. The how, when, and with what frequency of
The business-marketing planning process [CADDIE] COlleCtK)n and ana|ySIS WhO W|" analyse the information
and who is responsible for distribution of information. Often

e = a weekly report will be presented to the CMO for synthesis
and communicating with the strategic planning group.

= Evaluation of sales performance metrics
> = Volume, $ value, month, YTD, previous year, margins
= Associated costs,
= Av. sell price, prices exceptions,
- Collect&Analysel g 2: Design & Develop 3: Implement & Evaluate = Market share, territory, department,

Customer
Organisation | ff§
Market
Products

= Salesperson performance, conversion rates,
= Lead times,
= Customer satisfaction by product/salesperson
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