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



?Important



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.
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Note how communication is broader than advertising



A marketing audit for a ‘start-up’ 
is different to an established 
business with historical data.

Designing & developing a 
marketing philosophy is a 

critical early step.

Exploring the COMP factors is 
part of due diligence prior to 

entering a market 

Note how COMP factors influence the organisational direction and culture







Note how the objective of marketing dictate what should be measured & recorded
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Marketing should be considered 
as a ‘service’ to the 

organisation
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articulates organisational objectives
articulates marketing objectives

manage COMP factors & achieve agreed marketing objectives

The business-marketing planning process

designs & develops marketing strategies & tactics

Implement & evaluate tactics to





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









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 marketing planning process



Organisations have 
2 strategic options 

when crafting a UPVP

a higher price 
with appropriate 

product augmentation

a low price 
with minimal 

product augmentation

Adapted from Porter
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The marketing plan - structure
§ The executive summary
§ Present situational analysis
§ The statement of strategic intent
§ The organisational objectives
§ The marketing objectives

§ quantitative
§ qualitative  

§ Forecast situational analysis
§ Overview of the action plans

The marketing plan - structure



Selection of appropriate strategies
Organisations distribute the products 
through one of three strategies
§ Whole-of-market approach
§ Segments-of-the market approach 
§ Segment-of-market approach 

The marketing planning process



Segmentation variables 
§ Geographical: location, city V urban, suburb, 

city, country, proximity to business
§ Demographic: age, gender, occupation, 

income, disposable income, family life cycle 
§ Psychographic: lifestyle and values, 

aspirational goals
§ Behavioural: usage, loyalty, outcomes sought
§ Price/benefit: perceptions of product quality 

and value hence products at different price 
intervals

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

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

The marketing planning process



§ Product decisions will vary, 
however, a comprehensive 
marketing plan will detail the total 
product, including the mix of 
§ Product considerations
§ Product layers 
§ Product components.

The marketing planning process

Designing & developing the total product



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

The marketing planning process



The Tactical Marketing Planning Group



Design & Develop the action plans
§ Who does what - when - how
§ A detailed action plan for each:

§ product
§ strategic business unit 
§ major function

§ Allocation of resources to 
implement each plan

The marketing action planning process



Marketing action plans may include:
§ managing quality
§ internal and channel marketing
§ customer retention
§ external marketing
§ sales and salesforce management
§ software for marketing practitioners 

The marketing action planning process

Important



Common ‘everyday’ action plans



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 

of the action plan
§ Organisation philosophy: This should be included to 

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 
sales revenue, how it reduces costs as a percentage of 
sales, build the value of the business

The marketing action planning process



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 

achieved and in what time period. It is common that a 
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 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 
collection and analysis. Who will analyse the information 
and who is responsible for distribution of information. Often 
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, 
§ Market share, territory, department, 
§ Salesperson performance, conversion rates, 
§ Lead times, 
§ Customer satisfaction by product/salesperson

The marketing action planning process



Where are we 
now?

How will we 
get there?

org. objectives

Did we get 
there?

Where do we 
want to be?

Org. data

Corrective 
action
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