Outline of Chapter 19

              IMPLEMENTING AND

              CONTROLLING MARKETING

              PLANS: EVOLUTION AND

              REVOLUTION

              INTRODUCTION

              GOOD PLANS SET THE

              FRAMEWORK FOR

              IMPLEMENTATION AND

              CONTROL

              Implementation puts plans into

              operation--and control provides

              feedback

                CONTROL--the feedback

                process that helps the

                marketing manager learn (1)

                how ongoing plans and

                implementation are working

                and (2) how to plan for the

                future.

                  Transparency 130

                  "Controlling Marketing

                  Plans and Programs"

              SPEED UP INFORMATION FOR

              BETTER IMPLEMENTATION

              AND CONTROL

              Feedback improves the

              marketing management process

              Fast feedback can be a

              competitive advantage

              The marketing manager must

              take charge

              New information technologies

              offer speed and detail

              EFFECTIVE IMPLEMENTATION

              MEANS THAT PLANS WORK

              AS INTENDED

                  Overhead 202

                  "Implementation and

                  Control"

              Good implementation builds

              relationships with customers

              Implementation deals with

              internal or external matters

              Implementation has its own

              objectives

                  Overhead 201

                  "Implementation

                  Objectives"

              Implementation requires

              innovation too

                  Overhead 203 (Exhibit

                  19-1) "Examples of

                  Approaches to Overcome

                  Specific Marketing

                  Implementation Problems"

              BUILDING QUALITY INTO THE

              IMPLEMENTATION EFFORT

              Total quality management meets

              customer requirements

                TOTAL QUALITY

                MANAGEMENT (TQM)--an

                approach in which everyone in

                the organization is concerned

                about quality, throughout all of

                the firm's activities, to better

                serve customer needs.

                  Overhead 204 "Total

                  Quality Management"

              Total quality management is not

              just for factories

              Having dissatisfied customers is

              costly

              Getting a handle on doing things

              right--the first time

                CONTINUOUS

                IMPROVEMENT--a

                commitment to constantly

                make things better one step at

                a time.

              Things gone right and things

              gone wrong

              Starting with customer needs

              Slay the dragons first

                PARETO CHART--a graph

                that shows the number of

                times a problem cause occurs,

                with problem causes ordered

                from most frequent to least

                frequent.

                  Transparency 131 (Exhibit

                  19-2) "Pareto Chart

                  Showing Frequency of

                  Different Complaints"

              Figure out why things go wrong

                FISHBONE DIAGRAM--a

                visual aid that helps organize

                cause-and-effect relationships

                for "things gone wrong."

                  Transparency 132 (Exhibit

                  19-3) "Fishbone Diagram

                  Showing Cause and Effect

                  for 'Why Tables Are Not

                  Cleared Quickly'"

              Building quality into services

                  Overhead 205 "Building

                  Quality into Services"

              Train people and empower them

              to serve

                EMPOWERMENT--giving

                employees the authority to

                correct a problem without first

                checking with management.

              Manage expectations--with good

              communication

              Separate the routine and plan for

              the special

              Managers lead the quality effort

              Specify jobs and benchmark

              performance

                BENCHMARKING-picking a

                basis of comparison for

                evaluating how well a job is

                being done.

              Getting a return on quality is

              important

              CONTROL PROVIDES

              FEEDBACK TO IMPROVE

              PLANS AND

              IMPLEMENTATION

              Keeping a firmer hand on the

              controls

                  Overhead 206 "Marketing

                  Control"

              SALES ANALYSIS SHOWS

              WHAT'S HAPPENING

                SALES ANALYSIS--a detailed

                breakdown of a company's

                sales records.

              But a marketing manager must

              ask for it

              What to ask for varies

                  Overhead 207 "Some

                  Bases for Sales, Cost, or

                  Profit Analysis"

              Too much data can drown a

              manager

              PERFORMANCE ANALYSIS

              LOOKS FOR DIFFERENCES

              Numbers are compared 

                PERFORMANCE

                ANALYSIS--analysis that looks

                for exceptions or variations

                from planned performance.

              Straight performance

              analysis--an illustration

                  Transparency 133 (Exhibit

                  19-4) "Comparative

                  Performance of Sales

                  Reps"

                  Transparency 134 (Exhibit

                  19-5) "Comparative Cost of

                  Sales Reps"

              PERFORMANCE INDEXES

              SIMPLIFY HUMAN ANALYSIS

              Comparing against "what ought

              to have happened"

              A performance index is like a

              batting average

                PERFORMANCE INDEX--a

                number that shows the relation

                of one value to another.

              A simple example shows where

              the problem is

                  Overhead 208 (Exhibit

                  19-6) "Development of a

                  Measure of Sales

                  Performances (by region)"

              A SERIES OF PERFORMANCE

              ANALYSES MAY FIND THE

              REAL PROBLEM

              The case of Stereo, Inc.

                  Transparency 135 (Exhibit

                  19-7) "Sales

                  Performance--Pacific Coast

                  Region, January-June

                  ($000)" 

                  Transparency 136 (Exhibit

                  19-8) "Sales

                  Performance--Portland

                  District, January-June

                  ($000)"

                  Transparency 137 (Exhibit

                  19-9) "Sales

                  Performance--Selected

                  Stores of Shanna Smith in

                  Portland District,

                  January-June ($000)" 

                  Transparency 138 (Exhibit

                  19-10) "Sales Performance

                  by Product for Shanna

                  Smith in Portland District,

                  January-June ($000)"

              Stay home and use the

              computer

              The "iceberg principle"--90

              percent is below the surface

                ICEBERG PRINCIPLE--much

                good information is hidden in

                summary data.

              MARKETING COST

              ANALYSIS--CONTROLLING

              COSTS TOO

                  Overhead 209 "Cost

                  Analysis"

              Marketing costs have a purpose

              Allocate costs to specific

              customers and products

              Should all costs be allocated?

              Full-cost approach--everything

              costs something

                FULL-COST APPROACH--all

                costs are allocated to

                products, customers, or other

                categories.

              Contribution margin--ignores

              some costs to get results

                CONTRIBUTION-MARGIN

                APPROACH--a cost analysis

                approach in which all costs are

                not allocated in all situations.

              The two approaches can lead to

              different decisions

                  -Full-cost example

                  Overhead 210 (Exhibit

                  19-11) "Profit and Loss

                  Statement by Department"

                  Overhead 211 (Exhibit

                  19-12) "Profit and Loss

                  Statement by Department if

                  Department 1 Were

                  Eliminated"

                  -Contribution-margin

                  example

                  Overhead 212 (Exhibit

                  19-13)

                  "Contribution-Margin

                  Statement by

                  Departments"

              Contribution-margin versus full

              cost--choose your side

              PLANNING AND CONTROL

              COMBINED

              Sales + Costs + Everybody helps

              = $163,000

                  Overhead 213 (Exhibit

                  19-14) "Planning and

                  Control Chart for Cindy's

                  Fashions"

                  Overhead 214 "Example of

                  a Planning and Control

                  Chart: Cindy's

                  Fashions--Department B"

              THE MARKETING AUDIT

              While crises pop, planning and

              control must go on

                MARKETING AUDIT--a

                systematic, critical, and

                unbiased review and appraisal

                of the basic objectives and

                policies of the marketing

                function--and of the

                organization, methods,

                procedures, and people

                employed to implement the

                policies.

              An audit shouldn't be

              necessary--but often it is

                  Overhead 215 "Marketing

                  Audit"

              IDEAS ON USING COLOR

              TRANSPARENCIES OF ADS

              WITH CHAPTER 19

              Transparency 151

              (Tripod) "Bring Gen-X right to

              your doorstep with over 40 million

              pageviews each month."

              Some advertisers pay for Internet

              advertising only when it results in

              a "click through" to the firm's web

              site or results in online orders.

              This makes it easier to determine

              which ads are effective and also

              controls the costs of those that

              are not.

              Transparency 168

              (Biore-Andrew Jergens) "Biore

              Pore Perfect. The No. 1 selling

              SKU in facial skin care. Beautiful,

              isn't it?"

              A product like Biore Pore Perfect

              might cannibalize sales of other

              Andrew Jergens' facial care

              products, so a marketing

              manager might want to consider

              its profit contribution to the overall

              marketing program rather than

              just its earnings when viewed

              independently.

              Transparency 186

              (United States Postal Service) "In

              a country of 250 million, is it

              possible to have a personal

              relationship with everyone?"

              When Citibank launched a credit

              card in the U.S., it had great

              success with direct mail

              promotion. However, when it

              decided to enter the Asian market

              with a similar strategy it ran into

              implementation problems

              because the postal service in

              several of its target countries had

              trouble handling the volume of

              mail involved.

              Transparency 193

              (Roberts Express) "Expedite."

              Roberts Express uses satellite

              tracking to keep track of where

              shipments are and to help

              improve the quality of the service

              it provides customers.

              Transparency 201

              (British Fibreboard Packaging

              Association) "Nothing protects

              like fibreboard."

              To determine the cost or

              profitability of a particular product,

              a marketing manager may need

              to first assign general

              expenses--like the cost of

              packaging materials or the

              expense of breakage or damage

              during transportation--to specific

              products.

              Transparency 208

              (Powersoft-Sybase) "High

              pressure to perform. Millions on

              the line. One chance to make it

              happen. Powersoft Enterprise

              Tools. Sybase. The future is wide

              open."

              New types of database

              management systems speed up

              information for improved

              implementation and control.

              PERSPECTIVES ON TEACHING

              CHAPTER 19--IMPLEMENTING

              AND CONTROLLING

              MARKETING PLANS:

              EVOLUTION AND REVOLUTION

              The focus of most of Basic

              Marketing is on marketing

              strategy planning. However, a

              recurring theme throughout the

              text is that marketing strategies

              must be dynamic. Marketing

              managers must adjust them to

              meet changing needs in the

              marketplace, new types of

              competition, and new

              opportunities and challenges that

              arise. This chapter reinforces this

              point of view and develops it in

              more detail by explaining some of

              the key approaches and "tools"

              that marketing managers use to

              control their strategies and how

              well they are being implemented.

              In the past, there was often a

              significant lag time between when

              a strategy was planned and

              implemented and when control

              information was available to the

              marketing manager. It was not

              unusual for a marketing manager

              to wait for months or even years

              in some cases to get enough

              information to know whether the

              strategy was successful or

              needed to be changed. Now,

              however, that is changing

              dramatically for most businesses.

              One very simple reason for this

              change is that records of costs,

              sales and other types of

              information that were at one time

              handled manually are now

              typically handled by computer. As

              a result, even small firms often

              have data immediately available.

              Thus, many marketing managers

              have much better access to

              information about sales, inventory

              change, and costs by different

              categories (product lines,

              territories, and customer groups).

              And easy-to-use software is

              making access to this information

              an "everyday" aspect of making

              marketing decisions. The

              consequence is that strategies

              are being modified much more

              quickly, and problems of

              implementation can be pinpointed

              much more precisely than was

              ever the case in the past. It is

              useful to highlight these changes

              before moving on to the specific

              topics covered in this chapter.

              That helps to motivate interest in

              the specific--and helps students

              to see that implementation and

              control are critical concerns for

              marketing managers. 

              This chapter features an

              important section on total quality

              management. It's useful to spend

              some time discussing the

              marketing view of quality. This

              section builds nicely on the

              quality issues that are first

              introduced in Chapter 9. It also

              builds nicely on the Chapter 9

              discussion of the importance of

              service in considering a firm's

              total product. In class discussion

              or lecture, it's useful to point out

              that the TQM approach is really

              focused on improving

              implementation. The marketing

              strategy defines how the firm's

              marketing mix is to meet

              customer needs, but putting the

              strategy into practice can be

              difficult. TQM helps provide the

              tools--and a management

              philosophy--to implement the

              marketing concept.

              The chapter-opener example

              focuses on Allegiance Healthcare

              Corporation, which supplies

              goods and services to hospitals.

              This case gives some of the

              details of how a sales analysis

              revealed ways that Allegiance

              could improve its own profitability

              and value to customers by

              improving its strategy. On the

              surface, this case seems to deal

              primarily with coordination of

              logistics functions, but class

              discussion can bring out ways in

              which the analyses had impacts

              across the whole strategy (i.e.,

              product line breadth and depth,

              how sales reps used the

              information for promotion

              purposes, how it impacted costs

              and prices, the customer service

              level, and more generally the

              whole relationship with hospitals).

              The highlighted teaching case for

              this chapter (page 543) focuses

              on Pillsbury and its 1-800 calls.

              Many firms are putting in toll-free

              numbers, but relatively few make

              really good use of the information

              that comes back from such calls.

              Some fruitful class time can be

              spent having students share their

              ideas about how a company

              might use the information that is

              available from such calls. Ask

              students, wherever possible, to

              illustrate their ideas with calls

              they have actually made.

              At various points in this chapter

              the suggestion is made that sales

              and cost analysis can be

              controversial. How various

              expenses are allocated is the

              major source of conflict. Several

              of the exhibits and examples in

              the chapter make it clear why this

              can be an issue. It's important for

              students to see that the "human

              side of the organization" is

              affected by the rewards that

              come with good performance.

              Clearly, the control system that is

              in place and how it is

              implemented has a lot to do with

              who is identified as being "a star"

              and who is viewed as missing the

              mark.

