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LO" The Nature of Strategic Planning

Strategic planning is the managerial process of creating and maintaining a

fit between the organization’s
objectives and resources and
the evolving market opportu-
nities. The goal of strategic
planning is long-run prof-

itability and growth. Thus Things change so quickly that planning is a waste of time.
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long-term commitments of
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can threaten a firm's survival. On the other hand, a good strategic plan can

help protect and grow the firm’s resources.

Strategic marketing management addresses two questions: What is the organiza-
tion’s main activity at a particular time? How will it reach its goals? Strategic deci-
sions affect an organization’s long-run course, its allocation of resources, and
ultimately its financial success. In contrast, an operating decision, such as changing
the package design for Post's cornflakes or altering the sweetness of a Kraft salad

dressing, probably won't have a big impact on the long-run prof-
itability of the company.

How do companies go about strategic marketing planning?
How do employees know how to implement the long-term goals
of the firm? The answer is a marketing plan.

What Is a Marketing Plan?

Planning is the process of anticipating future events and deter-
mining strategies to achieve organizational objectives in the
future. Marketing planning involves designing activities relating
to marketing objectives and the changing marketing environ-
ment. Marketing planning is the basis for all marketing strategies
and decisions. Issues such as product lines, distribution channels,
marketing communications, and pricing are all delineated in the
marketing plan. The marketing plan is a written document that
acts as a guidebook of marketing activities for the marketing
manager. In this chapter, you will learn the importance of writing
a marketing plan and the types of information contained in a
marketing plan.

strategic planning
the managerial process
of creating and maintain-
ing a fit between the
arganization’s objectives
and resources and evolv-
ing market opportunities

planning

the process of anticipat-
ing future events and _
determining strategies to
achieve organizational
objectives in the future

marketing planning
designing activities relat-
ing to marketing objec-
tives and the changing
marketing envirchment
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marketing plan

@ written dogument
that acts as a guide-
ook of marksting
aciivities for the mar-
kating manager

Why Write a
Marketing Plan?

defining the actions required

By specifying objectives and |

to attain them, a marketing :

plan provides the basis by -

which actual and expected performance can be com-

pared. Marketing can be one of the most expensive :

and complicated business activities, but it is also one
of the most important. The written marketing plan
provides clearly stated activities that help employees
and managers understand and work toward common
goals,

Writing a marketing plan allows you to examine
the marketing environment in conjunction with the
inner werkings of the business. Once the marketing
plan is written, it serves as a reference point for the
success of future activities. Finally, the marketing
plan allows the marketing manager to enter the
marketplace with an awareness of possibilities and
problems.

New products are the result of strategic marketing planning.
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Elements of a Marketing Plan

' Objectives

Marketing Strategy

Target Market
Strategy

Marketing Mix

- Distribution.

Implementation
Evatuation
Control

Marketing Plan Elements

Marketing plans can be presented in many differ-
ent ways. Most businesses need a written market-
ing plan because a marketing plan is large and can
be complex. Details about tasks and activity
assignments may be lost if communicated orally.
Regardless of the way a marketing plan is pre-
sented, some elements are common to all market-
ing plans. These include defining the business
mission and objectives, performing a situation
analysis, delineating a target market, and estab-
lishing compenents of the marketing mix. Exhibit
2.1 shows these elements, which are also
described further below. Other elements that may
be included in a plan are budgets, implementation
timetables, required marketing research efforts, or
elements of advanced strategic planning.



