Marketing planning=decides on marketing starategies that will help the company attain its overall strategic objectives .


Each product or brand plan should contain the following sections: executive summary, current marketing situatiion, threats and opportunities, objectivesand issues, marketing strategies, action programs, and contols (Fig 2-7 pg 43)�
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ExecutiveSummary


	short summary of the main goals and recommendations to be presented inthe plan (pg43)
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Current Marketing Situation


describes the target market and the company’s position in it





provide info about the market, product performance, competition, and distribution, includes a  market description  that defines the market , including major market segments


//market size in total, and by segment for several years, then reviews customer needs and factors in the marketing environment that may affect customer purchases


//product review shows sales, prices, and gross margins of the major products in the product line


//a section on competition  identifies major competitors and each of the stategies for product quality, pricing, distribution, and promotion.


//Shows marketshare held by the company and each competitor.


//Section on distribution describes recent sales trends and developments in the major distribution channels
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Threats and Opportunities  requires manager to look ahead for major threats and opportunities that the product might face.  Purpose is to make the manager anticipate important developments that can have an impact on the firm  ///  List as many threats and opprtunities  as they can imagine.


Ie: Competitor actions


	customer actions and preferences


	product actions


	economic situations and consequences


Threats;


	assess likelihood of each and the potential damage each could cause, Then, focus on the most probable and harmful threats and prepare plans in advance to meet them





Opportunities:


	Company marketing opportunity - areas for marketing action in which the company could enjoy a competitive advantage-- assess each opportunity according to its potential; attractiveness and the company’s probability of success//  development of opportunity involves risks.  During evaluation, decide whether the expected returns justify these risks
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Objectives and Issues


	Having studied the product’s threats and opportunities, the manager can now set objectives and consider issues that will affect them.  Objectives should be stated as goals the company would like to attain during the plan’s term  (market share//pre-tax profit on sales//pretax profit on investment)
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Marketing Strategies  In this section, of the marketing plan, The manager outlines the broad marketing strategy or “game plan’for attaining the objectives.  Marketing Strategy is the marketing logic by which the business unit hopes to achieve its marketing objectives. ///  consists of specific strategies for target markets, marketing mix and marketing expediture level.  ///Should detail the market segments on which the company will focus/  segments differ in their needs and wants, responses to marketing, and profitability. The company would be smart to put its effort and energy into those market segments it can best serve from a competitive point of view. //  develop a marketing strategy for each targeted segment


	The manager should also outline specific  strategies for such marketing mix elements as new products, field sales,advertising,sales promotion, prices,and distribution, and critical issues spelled out earlier in the plan.
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Action Programs -  Marketing strategies should be turned into specific action programs that answer the following questions


	What will be done?


	When will it be done?


	Who is responsible for doing it?


	How much will it cost?


The action plan shows when activites will be started, reviewed, and completed
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Budgets  Action Plans allow the manager to make a supporting marketing budget that is essentially a projected profit and loss statement.   For revenues, it shows the forcasted number of units that would be sold and the average net price.  On the expense side, it shows the cost of production, physical distribution, and marketing .  The difference is the projected profit.  ///  The budget is the basis for  materials buying, production scheduling, personnel planning, and marketing operations.





Controls -  outlines the controls that will be used to monitor progress.  Typically, goals and budgets are spelled out for each month or quarter.//  review the results each period and spot busineess or products that are not meeting their goals.//  Explain the problems and explain what corrective will be taken�
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