The Marketing Plan

- A "HANDIDB O O K




S
THE MARKETING

PLAN

A Handbook

Marian Burk Wood, M.B.A.

Prentice
Hall

—

Upper Saddle River, New Jersey 07458



Library of Congress Cataloging-in-Publication Data

Wood, Marian Burk.
The marketing plan : a handbook / Marian Burk Wood.
p. cm. '
Includes bibliographical references and index.
ISBN 0-13-061317-7
1. Marketing—Management—Handbooks, manuals, etc. 1. Title.

HF5415.13.W66 2002

658.8'02—dc21
2002022914

Editor-in-Chief: Jeff Shelstad Associate Director, Manufacturing:
Senior Editor (Editorial): Bruce Kaplan Vincent Scelta
Assistant Editor: Melissa Pellerano Production Manager: Arnold Vila
Editorial Assistant: Danielle Serra Manufacturing Buyer: Michelle Klein
Media Project Manager: Cover Design: Bruce Kenselaar

Anthony Palmiotto Cover Illustration/Photo: Picture Perfect
Senior Marketing Manager: USA, Inc.

Michelle O'Brien Cover Printer: Lehigh
Marketing Assistant: Christine Genneken  Full-Service Project Management and
Managing Editor (Production): Composition: Compset, Inc.

John Roberts Production Manager: Janet Domingo
Production Editor: Maureen Wilson Printer/Binder: Von Hoffman

Production Assistant: Dianne Falcone
Permissions Coordinator:
Suzanne Grappi
e
Credits and acknowledgments borrowed from other sources and reproduced, with
permission, in this textbook appear on pages 192-193.

Copyright © 2003 by Pearson Education, Inc., Upper Saddle River, New Jersey, 07458.
All rights reserved. Printed in the United States of America. This publication is
protected by Copyright and permission should be obtained from the publisher prior to
any prohibited reproduction, storage in a retrieval system, or transmission in any form
or by any means, electronic, mechanical, photocopying. recording, or likewise. For
information regarding pernission(s), write to: Rights and Permissions Department.

Pearson Education LTD.

Pearson Education Australia PTY, Limited
Pearson Education Singapore, Pte. Ltd
Pearson Education North Asia Ltd
Pearson Education, Canada, Ltd

Pearson Educacién de Mexico, S.A. de C.V.
Pearson Education-Japan

Pearson Education Malaysia, Pte. Ltd

Prentice

Hall
— 10987654321
ISBN 0-13-061317-7




]
Preface

Behind every successful product is a good marketing plan. Marketing textbooks often
contain marketing plan outlines or discuss the general use of marketing plans, but
don’t explain exactly sow to develop a marketing plan—yet that’s what student mar-
keters really need. This book fills the gap, supplementing the material in marketing
principles texts, marketing management texts, and marketing strategy texts with step-
by-step coverage of the structured process that leads to a complete and actionable
marketing plan. Only with such a detailed map can marketers explore the most promis-
ing marketing opportunities in today’s highly volatile global environment. Marketers
are therefore pathfinders, charting paths to profitability and identifying potential trou-
ble spots to avoid during the journey. The pathfinder theme runs subtly throughout the
book, supported by Marketing Pathfinder’s Quotes (at the start of every chapter) and
Pathfinder’s Tips (in the margin).

Plan of the Book

The Marketing Plan: A Handbook provides “how to” coverage of the marketing plan-
ning process in logical order, supported by three appendixes and a glossary. This table
shows the contents chapter by chapter:

Chapter Contents

Overview of the marketing planning process,
the contents of a marketing plan, and key
tools and principles for marketers.

How to examine the internal and external
environment in preparation fora SWOT
(strengths, weaknesses, opportunities,
threats) analysis.

Chapter 1: Introduction to Marketing
Planning

Chapter 2: Analyzing the Current Situation

Chapter 3: Understanding Markets and
Customers

How to investigate consumer/business
markets and customers by analyzing needs,
demand, growth, share, attitudes, buying
behavior, satisfaction, and other
characteristics.

Chapter 4: Planning Segmentation, Targeting,
and Positioning

How to apply knowledge of markets and
customers to identify, evaluate, and target
specific customer segments and formulate a
positioning strategy for competitive
advantage.

Chapter 5: Determining Objectives and
Strategic Direction

How to set marketing and financial
objectives to support overall organizational
goals and strategic direction.
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Chapter Contents

continued

Chapter 6: Developing Marketing Strategies How to design external and internal

and Programs marketing strategies and tactics, consistent

with positioning, to achieve marketing and
financial objectives.

Chapter 7: Budgeting, Forecasting, and How to use budgets, forecasts, schedules, and

Tracking Progress selected metrics to set standards and measure
progress toward objectives and goals.

Chapter 8: Controlling Plan Implementation How to analyze marketing plan results and

apply standards to track performance,
identify problems, and take corrective action

if needed.

Appendix 1: Marketing Plan Resources Convenient listing, by category, of valuable
printed and online resources for marketing
planning.

Appendix 2: Sample Marketing Plan Detailed sample plan for Sonic personal

digital assistant, as a model for developing
and documenting the marketing plan.

Appendix 3: Documenting a Marketing Plan Detailed instructions for using the bundled

with Marketing Plan Pro Software software to study sample plans and prepare
new marketing plans.

Glossary Alphabetical listing of key terms and

definitions, showing the chapter where each
is first defined.

Marketing Plan Pro Simplifies Planning

Bundled with the book, the highly rated Marketing Plan Pro software is an easy-to-use
program for documenting marketing plans. The software also includes sample market-
ing plans from a variety of for-profit and nonprofit organizations, including manufac-
turers, retailers, consulting firms, service businesses, and a community theater group.
Preparing the financials to support a marketing plan can be tedious and time-consum-
ing; this software package streamlines the process with built-in spreadsheet and chart-
ing capabilities. Turn to Appendix 3 for full details about using Marketing Plan Pro to
study the sample plans and document a marketing plan following the chapter-by-chap-
ter steps in this handbook. And check the special Web site at www.paloalto.com/
prenticehall for technical support, FAQs, and more.

Special Features Support Planning

The Marketing Plan: A Handbook supports the hands-on development of creative yet
realistic marketing plans through a series of special features:

® Valuable resource lists. Where do marketers find the facts, figures, and background
data they need? Chapter-by-chapter lists of online and printed resources show
where information and background data can be found. These resources are sum-
marized by category in Appendix 1.

® Detailed checklists. What questions should marketers be asking? Fourteen check-
lists, strategically positioned in chapters 2-8, summarize the key points that mar-
keters need to investigate.
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e Current examples. How are companies actually putting their marketing plans to
work? Every chapter showcases at least 10 recent, real-world examples of busi-
nesses and nonprofit organizations applying marketing principles—including
many international examples.

* Key term definitions. What is the proper terminology? Key terms are carefully
defined in the text and highlighted in the margin. All key terms are collected in a
back-of-book glossary for quick reference.

o Sample marketing plan. What does a marketing plan look like? Appendix 2 pre-
sents a sample marketing plan for the hypothetical Sonic personal digital assis-
tant. This sample plan coordinates with the marketing plan and exercises in Philip
Kotler’s Marketing Management text.

More Features on Dedicated Web Site

Visit www.prenhall.com/wood where more features to support the use of this book
are available. For convenience, the Web site includes hotlinks to all the online
resources shown in Appendix 1, arranged by category. The site also has a hotlink to
Palo Alto Software’s special Web page for Prentice Hall users (www.paloalto.com/
prenticehall) where answers to technical questions about Marketing Plan Pro software
and other useful tools can be found. Because the marketing textbooks that this book
can supplement are periodically updated, the Web site will have the latest topic-by-
topic coordination with all the books’ tables of contents. Finally, the Web site presents
two discussion questions per chapter, with instructor’s manual information in a pass-
word-protected area for faculty.

Value Packages and Integration with Marketing Texts

For convenience, several correlation guides are provided that show how The Marketing
Plan: A Handbook can be used to supplement seven leading Prentice Hall marketing
textbooks. The ISBN listed with each textbook below makes it easy to order a Prentice
Hall Value Package, which includes the textbook packaged with The Marketing Plan: A
Handbook at a deeply discounted price.

* Marketing Management, 11e by Philip Kotler

ISBN 0130782866

* A Framework for Marketing Management by Philip Kotler
ISBN 0130782505

® Marketing Management by Noel Capon and James M. Hulbert
ISBN 0130782599

® Marketing Management by Russell S. Winer
ISBN 0130782580

® Market-Based Management, 2e by Roger J. Best
ISBN 0130145467

® Marketing: An Introduction, 6e by Gary Armstrong and Philip Kotler
ISBN 0130782564

* Principles of Marketing, 9e by Philip Kotler and Gary Armstrong
ISBN 0130782572

Here is how each chapter in The Marketing Plan: A Handbook corresponds to the
material covered in specific chapters of these texts.
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Marketing Plan Chapter

Kotler, Marketing Management

Kotler, Framework for
Marketing Management

Chapter 1, Introduction to Marketing
Planning

Chapter 2, Analyzing the Current
Situation

Chapter 3, Understanding Markets
and Customers

Chapter 4, Segmentation, Targeting,
and Positioning

Chapter 5, Objectives and Strategic
Direction

Chapter 6, Marketing Strategies and
Programs

Chapter 7, Budgeting, Forecasting,
Tracking Progress

Chapter 8, Controlling Plan
Implementation

Chapter 3, Building Customer
Satisfaction, Value, and Retention;
Chapter 4, Winning Markets: Market-
Oriented Strategic Planning

Chapter 6, Scanning the Marketing
Environment;
Chapter 9, Dealing with Competition

Chapter 5, Gathering Information
and Measuring Demand;

Chapter 7, Analyzing Consumer
Markets;

Chapter 8, Analyzing Business
Markets

Chapter 10, Identifying Market
Segments and Target Markets;
Chapter 11, Positioning and
Differentiating the Market Offering

Chapter 4, Winning Markets:
Market-Oriented Strategic Planning

Chapter 12, Developing New Market

Offerings;

Chapter 14, Product and Branding

Strategy;

Chapter 15, Designing/Managing

Services;

Chapter 16, Designing Price

Strategies and Programs;

Chapter 17, Designing and Managing

Marketing Channels;

Chapter 18, Managing Retailing,

Wholesaling, Market Logistics;

Chapter 19, Managing IMC;

Chapter 20, Managing Advertising,

Sales Promotion, Direct Marketing
and PR;

Chapter 21, Managing the Sales Force

Chapter 5, Gathering Information
and Measuring Demand;

Chapter 22, Managing the Total
Marketing Effort

Chapter 22, Managing the Total
Marketing Effort

Chapter 3, Winning Markets
Through Strategic Planning

Chapter 4, Understanding Markets,
Demand, and the Environment;
Chapter 7, Dealing with Competition

Chapter 4, Understanding Markets,
Demand, and the Environment;
Chapter 5, Analyzing Consumer
Markets;

Chapter 6, Analyzing Business
Markets

Chapter 8, Identifying Market
Segments, Selecting Target Markets

Chapter 3, Winning Markets
Through Strategic Planning

Chapter 9, Developing Products;
Chapter 10, Managing Products;
Chapter 11, Designing/Managing
Services;

Chapter 12, Designing Pricing;
Chapter 13, Selecting Channels;
Chapter 14, Managing Retailing,
Wholesaling;

Chapter 15, Managing IMC;
Chapter 16, Managing Sales Force;
Chapter 17, Managing Direct
Marketing

Chapter 3, Winning Markets
Through Strategic Planning;
Chapter 4, Understanding Markets
and Demand

Chapter 3, Winning Markets
Through Strategic Planning
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Marketing Plan Chapter

Kotler/Armstrong, Principles
of Marketing

Armstrong/Kotler, Marketing:
an Introduction

Chapter 1, Introduction to Marketing
Planning

Chapter 2, Analyzing the Current
Situation

Chapter 3, Understanding Markets
and Customers

Chapter 4, Segmentation, Targeting,
and Positioning

Chapter 5, Objectives and Strategic
Direction

Chapter 6, Marketing Strategies
and Programs

Chapter 7, Budgeting, Forecasting,
Tracking Progress

Chapter 8, Controlling Plan
Implementation

Chapter 1, Marketing in a Changing
World;
Chapter 2, Strategic Planning

Chapter 3, Marketing Environment;
Chapter 4, Marketing Research;
Chapter 18, Competitive Strategies

Chapter 5, Consumer Markets;
Chapter 6, Business Markets

Chapter 7, Segmentation, Targeting,
Positioning

Chapter 2, Strategic Planning

Chapter 8, Product and Services
Strategy;
Chapter 9, New-Product Development;

Chapter 10, Pricing

Considerations;

Chapter 11, Pricing Strategies;
Chapter 12, Distribution Channels;
Chapter 13, Retailing/Wholesaling;
Chapter 14, IMC;

Chapter 15, Advertising/Promotion;
Chapter 16, Personal Selling;
Chapter 17, Direct/Online Marketing

Appendix 1, Measuring/Forecasting
Demand

Chapter 2, Strategic Planning

Chapter 1, Marketing in a Changing
World;
Chapter 2, Strategic Planning

Chapter 3, Marketing in the Internet
Age;

Chapter 4, Marketing Environment;
Chapter 5, Managing Marketing
Information

Chapter 6, Consumer and Business
Buyer Behavior

Chapter 7, Market Segmentation,
Targeting, Positioning

Chapter 2, Strategic Planning

Chapter 8, Products/Services
Strategy;

Chapter 9, New-Product
Development;

Chapter 10, Pricing;

Chapter 11, Distribution Channels;
Chapter 12, Retailing/Wholesaling;
Chapter 13, IMC: Advertising, Sales
Promotion, PR;

Chapter 14, IMC: Personal Selling,
Direct Marketing

Chapter 2, Strategic Planning

Chapter 2, Strategic Planning
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Capon/Hulbert, Winer, Marketing Best, Market-Based
Marketing Plan Chapter Marketing Management Management Management
Chapter 1, Introduction to Chapter 1, Marketing and Chapter 1, Concept of Chapter 1, Market
Marketing Planning Management; Marketing; Orientation;
Chapter 2, Environmental Chapter 2, Marketing Chapter 14, Building a
Imperative; Manager’s Job; Marketing Plan

Chapter 2, Analyzing the
Current Situation

Chapter 3, Understanding
Markets and Customers

Chapter 4, Segmentation,
Targeting, and Positioning

Chapter 5, Objectives and
Strategic Direction

Chapter 6, Marketing
Strategies and Programs

Chapter 3, The Externally
Oriented Firm

Chapter 2, Environmental
Imperative;

Chapter 5: Competitors and
Complementers

Chapter 4: Customers

Chapter 7, Market
Segmentation/Targeting

Chapter 8, Market Strategy;
Chapter 9, Introduction
and Growth Strategies;
Chapter 10, Maturity and
Decline Strategies

Chapter 11, Managing
Brands;

Chapter 12, Managing the
Product Line;

Chapter 13, Developing
New Products;

Chapter 14, IMC;

Chapter 15, Directing Sales;
Chapter 16, Distribution;
Chapter 17, Services and
Customer Service;

Chapter 18, Managing Price
and Value;

Chapter 21, Marketing and
the Internet

Chapter 13, Customer
Relationship Management

Chapter 4, Marketing
Research;

Chapter 7, Market Structure
and Competitor Analysis

Chapter 5, Consumer
Behavior;

Chapter 6, Organizational
Behavior;

Chapter 15, Technology-
Based Markets

Chapter 5, Consumer
Behavior;

Chapter 6, Organizational
Behavior

Chapter 3, Strategic
Framework

Chapter 8, Communications;
Chapter 9, Distribution;
Chapter 10, Personal Selling;
Chapter 11, Pricing;
Chapter 12, Sales Promotion;
Chapter 14, Service Markets;
Chapter 17, New Product
Development

Chapter 3, Market
Definition;

Chapter 6, Competitor
Analysis;

Chapter 11, Portfolio
Analysis, Strategic Market
Plans

Chapter 4, Customer
Analysis

Chapter 5, Market
Segmentation

Chapter 2, Market-Based
Performance;

Chapter 16, Profit Impact;
Chapter 12, Offensive
Marketing Plans;

Chapter 13, Defensive
Market Plans

Chapter 7, Product
Strategies;

Chapter 8, Pricing
Strategies;

Chapter 9, Channels and
Sales;

Chapter 10, Marketing
Communications
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Marketing Plan Chapter

Capon/Hulbert,
Marketing Management

Winer, Marketing
Management

Best, Market-Based
Management

continued

Chapter 7, Budgeting,
Forecasting, Tracking
Progress

Chapter 8, Controlling Plan
Implementation

Chapter 3, Externally
Oriented Firm

Chapter 2, Environmental
Imperative;

Chapter 20, Monitor/
Control Execution

Chapter 2, Market-Based
Performance;

Chapter 15, Strategy
Implementation;
Chapter 16, Profit Impact
of Market-Based
Management

Chapter 15, Strategy
Implementation
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