Outline of Chapter 21

              DEVELOPING INNOVATIVE

              MARKETING PLANS

              INTRODUCTION

              MARKETING PLANNING

              PROCESS IS MORE THAN

              ASSEMBLING THE FOUR Ps

              BLENDING THE FOUR PS

              TAKES UNDERSTANDING OF

              A TARGET MARKET

              Marketing strategy planning

              process brings focus to efforts

                S.W.O.T. ANALYSIS-identifies

                and lists the firm's strengths

                and weaknesses and its

                opportunities and threats.

                  Transparency 22 (Exhibit

                  21-1) "Overview of

                  Marketing Strategy

                  Planning Process"

                  Overhead 226 "Factors

                  that Affect Marketing Mix

                  Planning"

              Marketing mix flows from target

              market dimensions

              Product classes suggest typical

              marketing mixes 

              Typical is not necessarily right 

              Superior mixes may be

              breakthrough opportunities 

              Inferior mixes are easy to reject 

              Marketing manager must blend

              the four Ps

                  Transparency 15 (Exhibit

                  21-2) "Strategy Decision

                  Areas Organized by the

                  Four Ps"

              Product life cycle guides

              planning

                  Overhead 227 "Typical

                  Changes in Marketing

                  Variables over the Product

                  Life Cycle"

                  Transparency 71 (Exhibit

                  21-3) "Typical Changes in

                  Marketing Variables over

                  the Product Life Cycle"

              FORECASTING TARGET

              MARKET POTENTIAL AND

              SALES

                  Overhead 228 "Market

                  Potential and Sales

                  Forecast"

                MARKET POTENTIAL--what a

                whole market segment might

                buy.

                SALES FORECAST--an

                estimate of how much an

                industry or firm hopes to sell to

                a market segment.

              Three levels of forecast are

              useful 

              Two approaches to forecasting

                  Overhead 229

                  "Approaches to

                  Forecasting"

              Extending past behavior can

              miss important turning points

                TREND EXTENSION--extends

                past experience to predict the

                future.

                  Transparency 139 (Exhibit

                  21-4) "Straight-Line Trend

                  Projection--Extends Past

                  Sales into the Future"

                  Transparency 140 "Trend

                  May Change If Conditions

                  Change" 

              Predicting future behavior takes

              judgment

              FORECASTING COMPANY AND

              PRODUCT SALES BY

              EXTENDING PAST BEHAVIOR

              Past sales can be extended 

              Factor method includes more

              than time

                FACTOR METHOD--an

                approach to forecast sales by

                finding a relation between the

                company's sales and some

                other factor (or factors).

                FACTOR--a variable that

                shows the relation of some

                other variable to the item being

                forecast.

              A bread producer example 

                  Overhead 230 (Exhibit

                  21-5) "Sample of Page

                  from Sales & Marketing

                  Management's Survey of

                  Buying Power

              Factor method can use several

              factors 

              Producers of business products

              can use several factors too

                  Overhead 231 (Exhibit

                  21-6) "Estimated Market for

                  Corrugated and Solid Fiber

                  Boxes by Industry Groups,

                  Phoenix, Arizona,

                  Metropolitan Statistical

                  Area"

              Times series and leading series

              may help estimate a fluctuating

              future

                TIME SERIES--historical

                records of the fluctuations in

                economic variables.

                LEADING SERIES--a time

                series that changes in the

                same direction but ahead of

                the series to be forecast.

                INDICES--statistical

                combinations of several time

                series used to find some time

                series that will lead the series

                to be forecast.

              PREDICTING FUTURE

              BEHAVIOR CALLS FOR MORE

              JUDGMENT AND SOME

              OPINIONS

              Jury of executive opinion adds

              judgment

                JURY OF EXECUTIVE

                OPINION--forecasting by

                combining the opinions of

                experienced

                executives--perhaps from

                marketing, production, finance,

                purchasing, and top

                management.

              Estimates from salespeople can

              help too 

              Surveys, panels, and market

              tests 

              Accuracy depends on the

              marketing mix

              ANALYSIS OF COSTS AND

              SALES CAN GUIDE PLANNING

              Estimate the cost of each activity

              Compare the profitability of

              alternative strategies

                  Overhead 232 (Exhibit

                  21-7) "A Spreadsheet

                  Comparing the Estimated

                  Sales, Costs, and Profits of

                  Four 'Reasonable'

                  Alternative Marketing

                  Mixes"

                  Overhead 233 "Response

                  Functions"

                  Transparency 141 "Four

                  'Illustrative Only' Response

                  Functions"

                  Transparency 142 "A

                  Marketing Effort Response

                  Function for One Marketing

                  Mix"

                  Transparency 143

                  "Response Functions for

                  Three Different Marketing

                  Mixes for Next Year"

              Spreadsheet analysis speeds

              through calculations

                SPREADSHEET

                ANALYSIS--organizing costs,

                sales and other information

                into a data table--to show how

                changing the value of one or

                more numbers affects the

                other numbers.

              A spreadsheet helps answer

              "what if" questions

                  Overhead 234 (Exhibit

                  21-8) "A Spreadsheet

                  Analysis Showing How a

                  Change in Price Affects

                  Sales, Revenue, and Profit

                  (based on Marketing Mix C

                  from Exhibit 21-7)"

              THE MARKETING PLAN

              BRINGS ALL THE DETAILS

              TOGETHER

              The marketing plan provides a

              blueprint for implementation

                  Overhead 235 (Exhibit

                  21-9--Part A) Summary

                  Outline of Different

                  Sections of Marketing Plan"

                  Overhead 236 (Exhibit

                  21-9--Part B) Summary

                  Outline of Different

                  Sections of Marketing Plan"

              Marketing plan spells out the

              timing of the strategy 

              Tools help set time-related

              details for the plan 

              A complete plan spells out the

              reasons for decisions

              COMPANIES PLAN AND

              IMPLEMENT WHOLE

              MARKETING PROGRAMS

              Several plans make a program 

              Finding the best program

              requires judgment

                  Transparency 144 "A

                  Marketing Manager May

                  Evaluate Many Marketing

                  Plans--Using 'Trial and

                  Error' to Find the Best Use

                  of Available

                  Resources--before

                  Selecting the Plans to Be

                  Implemented as 'The

                  Marketing Program'"

              PLANNING FOR INVOLVEMENT

              IN INTERNATIONAL

              MARKETING

                  Transparency 145 "Kinds

                  of Involvement in

                  International Marketing"

              Exporting often comes first

                  Overhead 237 "Exporting"

                EXPORTING--selling some of

                what the firm produces to

                foreign markets.

                  -Specialists can help

                  develop the plan

              Licensing is an easy way

                LICENSING--selling the right

                to use some process,

                trademark, patent, or other

                right--for a fee or royalty.

              Contract manufacturing takes

              care of the production problems

                CONTRACT

                MANUFACTURING--turning

                over production to others while

                retaining the marketing

                process.

              Management contracting sells

              know-how

                MANAGEMENT

                CONTRACTING--the seller

                provides only management

                skills--others own the

                production and distribution

                facilities.

              Joint venturing is more involved

                JOINT VENTURING--a

                domestic firm entering into a

                partnership with a foreign firm.

              Wholly-owned subsidiaries give

              more control

                WHOLLY-OWNED

                SUBSIDIARY--a separate firm

                owned by a parent company.

              Multinational corporations evolve

              to meet the challenge

                  Overhead 238

                  "Multinational Corporations"

                MULTINATIONAL

                CORPORATIONS--firms that

                have a direct investment in

                several countries and run their

                businesses depending on the

                choices available anywhere in

                the world.

              Planning for international

              markets

              IDEAS ON USING COLOR

              TRANSPARENCIES OF ADS

              WITH CHAPTER 21

              Transparency 155

              (Minolta) "Does your copier look

              like this most of the time?"

              Minolta must develop marketing

              plans for different target markets

              around the world. Local

              managers who understand their

              own markets and the needs of

              local customers help to ensure

              that the plans are effective.

              Transparency 162

              (Diamond Crystal Specialty

              Foods) "Everything from soup to

              hazelnuts."

              Diamond Crystal offers an

              extensive array of product lines

              and individual products, but each

              relies on a similar strategy that

              fits well with the overall marketing

              program. For example, all of the

              products are targeted at meeting

              the needs of firms that reach

              their own customers through

              vending machines and coffee

              service supplies. Promotion,

              including this ad, is focused on

              that market. Further, all packages

              are specifically designed for this

              type of application and the whole

              product line is available through

              Diamond Crystal distributors. An

              800 number makes it easy for

              prospects to locate a local

              distributor.

              Transparency 164

              (Pennzoil) 1. Multimillion dollar ad

              campaign. 2. Customers ask for

              Pennzoil. 3. You remind them

              Pennzoil also makes quality oil

              and air filters. 4. "Cha-ching."

              At companies like Pennzoil,

              marketers develop marketing

              plans for individual products that

              are consistent with the marketing

              program for the whole product

              assortment.

              Transparency 166

              (IBM) "Hidden costs? What

              hidden costs?"

              IBM plans and develops different

              marketing mixes-including

              different goods and services (like

              the IBM-Net Internet access

              service advertised here),

              promotions, and pricing-for

              different target markets around

              the world. Local managers who

              understand local competitors can

              target promotion to local

              customers, as with this ad that

              appeared in the Middle East.

              Transparency 168

              (Biore-Andrew Jergens) "Biore

              Pore Perfect. The No. 1 selling

              SKU in facial skin care. Beautiful,

              isn't it?"

              In this ad, Biore provides a graph

              of past sales and extends that

              trend to forecast future sales

              growth--to help persuade retailers

              that the opportunity justifies their

              support. However, the past trend

              might change dramatically as

              more competitors enter the

              market.

              Transparency 173

              (Generationext-PepsiCo) "Yes, as

              a matter of fact, we are all things

              to all people."

              PepsiCo managers develop

              marketing plans for individual

              products that are consistent with

              the marketing program for the

              whole product assortment.

              Transparency 174

              (MapInfo) "Identify your best

              customer...And find others just

              like him. Choose ClusterPLUS."

              A number of firms--including

              MapInfo--now offer marketers

              software and/or databases to help

              them more accurately forecast

              sales for specific market areas,

              products, or segments.

              Transparency 177

              (Rice Krispies Treats-Kellogg's)

              "Single and available."

              Kellogg can usually improve its

              forecast of sales for a new cereal

              product based on experience with

              similar products it already sells,

              but developing a forecast in a

              different product category is more

              difficult..

              Transparency 184

              (Parade Publications) "Since your

              promotional events are here

              today, gone tomorrow, you want a

              magazine that works in nothing

              flat."

              Promotion decisions must work

              with the rest of the marketing

              mix. For example, an advertiser

              can use Parade Magazine to

              reach 81 million households in a

              period of days, which can be

              important in communicating

              information about a new or

              short-lived promotion. On the

              other hand, the lead-time for

              reserving ad space and for

              publication means that the plan

              must be developed months in

              advance--which isn't always

              possible.

              Transparency 202

              (Boy Scouts of America) "NASA

              didn't just say to Jim Lovell, 'Hey,

              you look like a good guy, want to

              go to the moon?'"

              All types of organizations--not just

              firms--need to develop innovative

              marketing ideas to help the

              organization achieve its

              objectives.

              Transparency 214

              (Keebler-Sunshine) "New!

              Chocolate Chewy Snack Time

              Fun."

              Keebler's sales forecast for its

              new Chocolate Chewy flavored

              Chips Deluxe line would need to

              consider the level of promotion

              support available.

              PERSPECTIVES ON TEACHING

              CHAPTER 21--DEVELOPING

              INNOVATIVE MARKETING

              PLANS

              This chapter includes coverage of

              new topics, but a good portion of

              it has been prepared to help

              students synthesize and integrate

              ideas covered in earlier chapters.

              Although students learn about the

              ideas sequentially, at this point in

              the course it is part of their

              responsibility to "put the pieces

              together." The chapter helps

              them do that. It reviews key ideas

              (for example, the overview of the

              marketing strategy planning

              process and the dynamic strategy

              changes that typically take place

              over the product life cycle) and

              provides more detail on what's in

              an innovative marketing plan and

              program. This chapter also

              reviews various approaches for

              developing sales forecasts. 

              Our thinking in preparing this

              chapter and Chapter 22 is that

              they give an instructor a choice

              about how to conclude the

              course--whether he uses one or

              both of these chapters. As

              suggested above, Chapter 21 is

              integrative with respect to the

              content of the course, and time

              spent with it serves as an

              effective review. Chapter 22 is

              different in nature. Its objective is

              to stimulate students to think

              more broadly about marketing

              and the challenges and

              opportunities it involves. It is

              much shorter than any of the

              other chapters and thus students

              can read it fairly quickly. We

              believe that both chapters serve

              very useful purposes, but we

              recognize that how you chose to

              handle them will depend on the

              time available in your course, how

              much focus you want to put on

              assessing the status of

              marketing, and of course the

              priority you place on providing

              some end-of-course integration

              and review. In summary, our

              intent with these chapters is to

              give you good options.

              This chapter's opening case

              concerns Maytag's strategy and

              marketing plan for its Neptune

              front-loading washer. This opener

              is intentionally quite different from

              others in the text in that it is much

              more extensive and has more

              details about Maytag's marketing

              plan and the particulars of how it

              was implemented. It was

              prepared in this way so that it

              could simultaneously serve two

              important objectives: (1)

              integration and application of

              topics covered in earlier chapters

              and (2) what's involved in

              developing a marketing plan. This

              case can be used to structure a

              long review of key topics from

              across the whole course. It

              covers many of the strategy

              decision areas introduced in

              previous chapters and provides

              information related to broader

              frameworks for analysis of the

              product life cycle, segmentation

              and positioning, the marketing

              environment, customer behavior,

              and the like. One effective way to

              do this sort of review is to

              systematically work through the

              summary outline of different

              sections of a marketing plan

              (Exhibit 21-9 on page 612-613)

              and show how it relates to

              Maytag's plan in the Neptune

              case. This approach brings home

              to students that what they have

              learned in the course is

              cumulative and fits together as an

              integrated whole. This builds

              confidence in their ability to

              prepare a marketing plan. 

              Another important example (on

              pp. 598-99) focuses on Loctite

              and the success it experienced in

              introducing Quick Metal, a

              putty-like adhesive for repairing

              worn machine parts. This case

              highlights and emphasizes a point

              that is made throughout the text

              and which is specifically

              discussed in Chapter 21. In

              particular, marketing managers

              for Loctite first considered what a

              "typical" marketing mix looked like

              for other similar products.

              However, rather than simply

              adopting the same marketing mix

              as was typical, they looked for

              ways to improve and differentiate

              each element of the marketing

              mix. The result was a very

              successful strategy. Discussion

              of this case can be broadened by

              asking students to share some

              ideas about how a marketing

              manager can determine what is a

              "typical" marketing mix for a

              certain type of product. This leads

              students to think about the

              various frameworks that have

              been developed throughout the

              course (for example, how

              marketing mixes tend to change

              at different stages of the product

              life cycle, how marketing mixes

              vary for different product classes,

              how the promotion blend differs

              for business and consumer

              markets, etc.). Make the point

              that each chapter includes

              frameworks and conceptual

              organizers to help the student

              evaluate and analyze issues such

              as this one. These frameworks

              are useful in the firm's own

              planning, in analyzing

              competitors, and in identifying

              opportunities.

