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preface

This book is different from most business books. It is a practical
workbook that will enable you to prepare your own marketing
plan.

In the course of this book, you will follow the development of
a marketing plan for a fictitious company - The Equipment
Manufacturing Company. Step by step you will be shown how to
carry out the different steps in marketing planning. Exercises help
you to produce sections of your own marketing plan.

By the time you reach the end of this book, we will have

completed our marketing plan and you will have completed
yours.

The book can be used in many ways:

[[] as an individual study guide;
[[] for group marketing planning exercises;
[] as a textbook for marketing courses.

Since the completed plan is included at the end of the book, we

include the answers as well as the questions!
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introduction

Planning is one of the most important roles of management. A
company’s corporate or business plan runs the business. A
company’s marketing plan is a key input to the business plan. It
should identify the most promising business opportunities for the
company and outline how to penetrate, capture and maintain po-
sitions in identified markets. It is a communication tool combining
all the elements of the marketing mix in a coordinated action
plan. It spells out who will do what, when, where and how, to
achieve its ends.

An overall company marketing plan can be made up of a num-
ber of smaller marketing plans for individual products or areas.
These smaller plans can be prepared as and when the occasion re-
quures .

Most books on marketing planning concentrate on theory . This
approach is fine for business academics but makes the whole pro-
cess too complicated for the average sales manager. The approach
in this book is a practical one, including only as much theory as is
necessary to understand the planning process. Working your way
through this book will broaden your understanding of the princi-
ples of marketing planning so that you will be able to carry out
the background work necessary to put together any type of mar-
keting plan.

It is, however, becoming more common for sales and
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marketing personnel to have to put together individual plans for a
product or an area very quickly . This book is designed as much to
help those people as to provide guidance to marketing personnel
putting together an overall marketing plan.

Throughout the book we will follow the fortunes of a company
manufacturing filters and valves - The Equipment Manufacturing
Company. It will be used in examples and as the basis of a marketing
plan. The plan will be for all its products for its home market. To get
the best out of this book, you should follow this example and pre-
pare an equivalent marketing plan for a product for your own compa-
ny as we progress through the steps one by one.By the end of the
book, you will have your own marketing plan.

Adopting and following the formal structure of the plan (shown
later in this book) will make it easier for you to order your
thoughts and the facts logically.

It will be easier for:

[] people reading the plan to follow your arguments and to see
how you reached your conclusions;

[ ] you to present a professional-looking and complete docu-
ment from even a relatively small amount of information .

The Equipment Manufacturing Company is a medium-sized

company based in the south of England. Key facts are given be-
low:

Annual turnover: £ 6m
UK sales: L 2m
Export sales: 4 4m
Operating profit; £ 1.05m
Number of employees: 65

Main products: Valves and filters
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List the same information below for your own company or busi-
ness unit:

Annual turnover:
UK sales:

Export sales:
Operating profit: _
Number of employees:
Main products:

Before we proceed, we need to cover some basic definitions. So
first of all, answer the following questions:
What is marketing?

. How does it differ from selling?

What is marketing planning?

check your answers with the definitions given below.
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what is selling”?

Selling s a straightforward concept which involves persuading a
customer to buy a product . It brings in ‘today’s orders’ . It is,
however, only one aspect of the marketing process.

what is marketing”

The dictionary definition of marketing is: ‘ the provision of goods
or services to meet consumers’ needs.’ In other words, market-
ing involves finding out what the customer wants and matching a
company’s products to meet those requirements, and in the pro-
cess making a profit for the company. Successful marketing in-
volves having the right product available in the right place at the
right time and making sure that the customer is aware of the prod-
uct. It therefore brings in ‘ tomorrow’s orders’ .

It is the process that brings together the abilities of the company
and the requirements of its customers. Companies have to be flexi-
ble in order to achieve this balance in the marketplace. They must
be prepared to change products, introduce new products or enter
new markets. They must be able to read their customers and the
marketplace. This balancing process takes place in the ‘marketing
environment’ which is not controlled by individuals or by compa-
nies, is constantly changing and must be monitored continuously.

Marketing therefore involves:

[ the abilities of the company;
[] the requirements of the customer;
[ the marketing environment .

The abilities of the company can be managed by the marketing
crganization. They can control four main elements of a company’s



