CHAPTER 22

                                             MARKETING MANAGEMENT

PULLING IT ALL TOGETHER: INTEGRATING AND ANALYZING THE MARKETING PLAN

LINDELL’S NOTES

CHAPTER OUTLINE

22-1    OVERVIEW
A.
This chapter ties together all the marketing concepts discussed earlier.

B.
With an integrated marketing effort, individual marketing components are synchronized and everyone is “on the same page.”

C.
When an organization wants to appraise performance, capitalize on strengths, minimize weaknesses, and plan for the future, marketing analysis is necessary. Figure 22-1 shows the overall process.

D.
The text provides examples of what four companies (independent supermarket Green Hill Farms, Swiss-based pharmaceutical Novartis, Southwest Airlines, and Microsoft) are doing to optimize their marketing strategies.

22-2    INTEGRATING THE MARKETING PLAN
A.
An integrated marketing plan is one in which all of its various parts are unified, consistent, and coordinated.

B.
When integrating a plan, it is important to consider the following:

1.
A firm may have long-run, moderate-length, and short-run plans.

2.
Different SBUs require separate marketing plans.

3.
Each aspect of the marketing mix requires planning.

C.
A well-integrated marketing plan incorporates the elements shown in Figure 22-2.

22-2a    CLEAR ORGANIZATIONAL MISSION
A.
A clear organizational mission outlines a firm’s commitment to a type of business and a place in the market.

1.
Organizational mission is involved each time new customers are sought or old ones abandoned, product lines are added or deleted, an acquisition or divestiture is made, different marketing functions are performed, and/or technological focus is shifted.

22-2b    LONG-TERM COMPETITIVE ADVANTAGES
A.
Long-term competitive advantages are company, product, and marketing attributes whose distinctiveness and appeal to consumers can be maintained over an extended period of time.

22-2c    PRECISELY DEFINED TARGET MARKET(S)
A.
A precisely defined target market identifies the specific consumers the firm addresses in a marketing plan.

B. A total quality approach—crucial in attracting and retaining customers—is aided by data-base marketing.

22-2d    COMPATIBLE LONG-, MODERATE-, AND SHORT-TERM SUBPLANS
A.
The long-, moderate-, and short-term marketing subplans of a firm need to be compatible with one another.

1.
Long-term plans are the most general and set a broad framework.

2.
Short-term plans are the most specific; they are derived from moderate- and long-term plans.

22-2e    COORDINATION AMONG SBUS
A.
Coordination among SBUs is enhanced when the functions, strategies, and resources allocated to each are described in long-, moderate-, and short-term plans.

22-2f    COORDINATION OF THE MARKETING MIX
A.
The components of the marketing mix (product, distribution, promotion, and price) need to be coordinated and consistent with a firm’s organizational mission.

22-2g    STABILITY OVER TIME
A.
A marketing plan must have a certain degree of stability over time in order for it to be implemented and evaluated properly.

1.
A broad plan, consistent with the organizational mission and total quality approach, should guide long-term efforts and be fine-tuned regularly. The basic plan should remain in effect for a number of years; short-run plans can be more flexible. 

22-3    ANALYZING THE MARKETING PLAN
A.
Marketing plan analysis involves the comparison of actual performance with planned or expected performance for a specified period of time.

1.
If actual performance is unsatisfactory, corrective action may be needed.

2.
Plans may need revision due to uncontrollable variables.

B.
Five techniques used to analyze marketing plans are discussed in the following sections.

22-3a    BENCHMARKING
A.
Benchmarking occurs when a firm sets its own marketing performance standards based on prior actions by the firm itself, the prowess of direct competitors, the competence of the best companies in the industry, and/or innovative companies in other industries anywhere around the world.

B.

Benchmarking may be divided into two main categories.

1.
Process benchmarking is often most appropriate and deals with the more easily measurable aspects of a company’s operation (such as flexibility in the use of resources, fast new-product introduction, reduced defects, quick delivery time, and lower distribution costs).

2.
Strategic benchmarking is more difficult and deals with conditions identified by a SWOT (strengths, weaknesses, opportunities, threats) analysis.

22-3b    CUSTOMER SATISFACTION RESEARCH
A.
Customer satisfaction is the degree to which there is a match between a customer’s expectations of a good or service and the actual performance of that good or service, including customer service.

B.
.
The text offers eight steps a firm can take to measure its own customer satisfaction.

22-3c    MARKETING COST ANALYSIS
A.
Marketing cost analysis evaluates the cost efficiency of various marketing factors, such as different total quality configurations, product lines, order sizes, distribution methods, sales territories, channel members, salespersons, advertising media, and customer types.

B.
A firm can determine which classifications are cost efficient and which are cost inefficient, and gather information needed to substantiate compliance with the Robinson-Patman Act.

Studying Natural Account Expenses
A.
Natural accounts report costs by the names of the expenses and not by the expenditures’ purposes.

Reclassifying Natural Accounts into Functional Accounts
A.
Functional accounts indicate the purposes or activities for which expenditures have been made.

Allocating Functional Accounts by Marketing Classification
A.
Functional costs are assigned by product, distribution method, customer, or other marketing classification.

B.
Each classification is a profit center. Table 22-4 shows how costs can be allocated among different products, using the data in Tables 22-2 and 22-3.

22-3d    SALES ANALYSIS
A.
Sales analysis is the detailed study of sales data to appraise the appropriateness and effectiveness of a marketing strategy.

22-3e    THE MARKETING AUDIT 

A.
A marketing audit is a systematic, critical, impartial review and appraisal of the marketing function, and of the organization, methods, procedures, and personnel employed to implement the policies and achieve the goals.

B.
The purpose of a marketing audit is to determine how well a firm’s marketing efforts are being conducted and how they can be improved. Audits should be conducted regularly.

C.
The marketing audit process is shown in Figure 22-7.

22-4    ANTICIPATING AND PLANNING FOR THE FUTURE
A.
The future should be complex for firms everywhere as they try to anticipate and plan their long-run marketing strategies.

B.
The text illustrates how at forward-looking firms, the best uses of marketing are yet to come.

