Marketing Plans

Successful marketing does not just happen - it has to be
planned.

A marketing plan should include the following elements:
- A marketing budget for above-the-line activities if

neces 'r'lr}'.

The strategy to fulfill the chjectives of the

organization.

+ Tactical methods such as the elements of the
marketing mix.

- Atime frame to review progress of the plan, with a
contingency to take corrective action or review
tactics if forecasts are not achieved

Marketing

Marketing is more than just advertising and selling
products.

The Institute of Marketing defines marketing as the
management process responsible for identifying,
anticipating and satisfying consurer requirernents
prufitably.

This includes: market research, product design,
pricing, advertising, distribution, customer service
and packaging.
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Market Size

Market size k5 the total sales of all the producers within a market.

Market size can be measured two wags:

1. volume of sales (unics sold)

2, value of goods (revenue)

Measuring by value or volume will depend on the product. If a
produet is cheaper measure by unils sold if it i expensiv

By value,

The skze of a market 13 important for three reasons:

marlkeling manager
enteTing or not.

- Firms con calculate their own market share

- Growth or decline in a marker can be idenified.
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Marketing in non-profit organizations

inn's mission,

i

Mot all frms are prafil maximizers and & number of other
corporate objectives exist, May
important for non-profit organizations te establish a well-defined
vhile most ave not selling goods, t

rd {2004) argues that it is

re selling thelr
o and their

heir ideas, th

It order o gell ielf 8 non-profit srganization mus:
+ Identify the target avdience - determine key stakeholder
Eroups
+ Malntain consrant cammunication.
+ Create a strong visual identil
+ Use messap
+ Employ multiple communication tactics.
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Marketing approaches

M wrientation - an gutward looking approach basing product
deciglons an consurner demand as established by marker research.

Product orientation - an inward leoking approach that focuses on
making products that can be made or have been made for a long
time and teyin 1l ir.

‘The trend now is being market led (oriented) the customer is put

firar. Mozt cempanies have to try and satlsfy and inereasingly
demanding consumer ase empowered by knowledge and
information from the Internet
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4.1 The Role of Marketing

marketing and the role of marketing
market vs product orientation
market size, growth and share
consumer goods and services
industrial markets

marketing for non-profit organizations
marketing plans

Recap of Calculating Market Share.

Do practice calculations on 4.1 Activities Sheet.

+ Services are consumed immediately - cannot be
stored, At off peak times will charge less for a room.

- Services cannot be taken back 1o be repaired or
replaced. Service quality must be right first to geta
repeat customer

« Consumers lind it difficult (o compare service quality
than goods and therefor promation must be
informa and detailed

+ Pepple are super important o the success of
marketing services (tralned, approachable and
helpful). In contrast, Nintendo Wii can sell itsell due
to innovative features,

Consumer markets and industrial markets
Consumer markets - market for goods and services hought by
firal user (conswmerh,

Indust rket - market for goods and services bought by
businesses to be used in the production process of ather
products.

Marketing BZB (Business (o Business)
- will uze industrial exhibitions and direct or personal
selling to companies
= customize to the needs of the business customer
+ promaote as cost zaving
= produce technical promotion and literature,

Market Growth

e in advertising and pramodian

Rerember: Market share can fall even though sales are Tising

Calculating Market Share

sales

lOla[ ma ['F el sd IE‘S

mples Tnoa market of 100000 units sold a company has
sules of 35000,

5000
00000 x 100 = 350,




Q-

TheCaseSolutions.com

4.1 The Role of Marketing

- marketing and the role of marketing
- market vs product orientation

- market size, growth and share

- consumer goods and services

- industrial markets
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Marketing

Marketing is more than just advertising and selling
products.

The Institute of Marketing defines marketing as the
management process responsible for identifying,
anticipating and satisfying consumer requirements
profitably.

This includes: market research, product design,
pricing, advertising, distribution, customer service
and packaging.



The explosion of choice - Jack Trout

Marketing has become more difficult given the explosion of choice in
almost all markets both on a national and a global level.

Product # of items in early 1970s _ # of items in late 1990s
SUVs 8 38

Software titles 0 250000

Bottled water 16 50

Milk types 4 19
Mouthwashes 15 66

Dental floss 12 64

OTC pain relievers 17 141

Contact lens types 1 36

KFC menu items 7 14

- An average supermarket has 40 000 items.

- An average US family gets 80-85% of their needs from only 150 of those
items.

- They will routinely ignore teh other 39 850 items.




Market Size

Market size is the total sales of all the producers within a market.
Market size can be measured two ways:

1. volume of sales (units sold)
2. value of goods (revenue)

Measuring by value or volume will depend on the product. If a
product is cheaper measure by units sold if it is expensive measure
by value.

The size of a market is important for three reasons:
- a marketing manager can assess whether a market is worth
entering or not.
- Firms can calculate their own market share
- Growth or decline in a market can be identified.
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Calculating Market Share

sales
total market sales

x 100

market share =

Remember this can be measured by units sold (#) or revenue ($)

Example: In a market of 100000 units sold a company has
sales of 35000.

35000
100000 x 100 = 35%




Recap of Calculating Market Share.
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Do practice calculations on 4.1 Activities Sheet.




