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Preface



Careful, creative planning is essential in today’s global marketplace, where customers’ needs and behaviours are constantly changing, economic circumstances are unpredictable, competitive pressure is intense and every day brings new technological advances. This book is your essential guide for learning how to prepare a practical, effective marketing plan to achieve financial, marketing and societal objectives. Through clear explanations, real-world examples and hands-on exercises, it will help you to:




	

understand what marketing planning is, how it works and why it’s important;





	

learn the vocabulary and concepts of planning;





	

complete the seven stages of the marketing planning process;





	

formulate a marketing plan customised for your situation.








Use this book to gain insights from the experiences of marketers worldwide and apply your knowledge to develop a marketing plan of your own. You will begin to research your market, analyse your competitive situation, set objectives, decide on marketing strategies and document your ideas in a marketing plan similar to the sample plan in the Appendix. Whether you go on to work for a major corporation, specialise in consumer or business marketing, start your own business or join a non-governmental organisation, your understanding of the planning process and planning techniques will be a valuable asset.


New in this Edition



This edition will introduce you to the very latest developments in the dynamic world of marketing, including descriptions, applications and international examples of:




	digital marketing, social media and mobile marketing used to engage, inform and influence customers, including tools for content marketing and viral marketing;



	Big Data and its importance to marketing research and programme planning, balanced by concerns about data security and privacy;



	flash retailing, showrooming and reverse showrooming as key trends in today’s multichannel environment;



	search experience optimisation as well as search engine optimisation, used to provide consumers with positive digital access experiences across devices;



	ad blockers and controversies about marketing intrusiveness and behavioural tracking;



	ethical sourcing and sustainability as marketing priorities for social responsibility;



	strategies for building competitive advantage through strong brands, rebranding, and launching new products;



	metrics and key performance indicators for measuring and managing marketing plan implementation to achieve short- and long-term goals.





New Chapter  10 is devoted to an in-depth discussion of how marketers are using digital, social media and mobile marketing as they target consumers and business customers. This new edition also contains 20 checklists, updated to guide you through key aspects of the planning process. Every chapter has been thoroughly revised to reflect contemporary marketing thought and practice. You’ll also learn from dozens of new featured examples and detailed cases showing how manufacturers, retailers, service firms, non-profits and other organisations actually apply the principles of marketing planning. And because marketing is increasingly global, new examples have been added to illustrate the role of planning in consumer marketing, business-to-business marketing and non-profit marketing around the world.





Your Step-by-Step Guide



Special features in every chapter will help you to understand and complete the essential steps in formulating a marketing plan:




	No-nonsense directions. The ‘how to’ approach clearly explains the questions to be asked and the decisions to be made as you research and write your marketing plan.



	Diagram of the planning process. A diagram at the start of each chapter shows how that chapter’s principles fit within the seven stages of the marketing planning process.



	Case-study examples open and close each chapter. Every chapter begins with a real example of marketing in action at a well-known business, including Primark®, L’Oréal®, Ryanair®, Nike®, LEGO®, Reckitt Benckiser®, IKEA®, Burberry®, Hyundai®, Domino’s®, Metro Bank® and McDonald’s®. The chapter closes with a closer look at the case-study company’s competitive situation and marketing decisions. Cases include questions for critical thinking and concept application.



	Marketing in practice features. To illustrate how marketers are applying planning principles, each chapter includes three ‘marketing in practice’ featured examples. These features examine how organisations can plan for specific challenges such as how to compete more effectively, how to respond to negative social media comments, how to market private brands and how to use pop-up shops. Businesses, brands and non-profits featured include Samsung® Electronics, Specsavers®, Red Nose Day®, Fairmont Hotels®, Poundland®, Disney, Experian®, Coles®, BMW®, Airbus®, Tesla Motors®, Knorr®, Nestlé KitKat®, Michelin®, LVMH®, Net-a-Porter®, Walmart®, Starbucks®, Unilever®, Danone®, Premier Inn® and Uniqlo®. A ‘marketing plan analysis’ question follows each featured example, designed to help you think through the implications of different marketing situations and strategies.



	Practical exercises. ‘Apply your knowledge’ exercises challenge you to translate principles into practice by analysing a specific organisation’s marketing activities. ‘Build your own marketing plan’ exercises direct you through the main steps in preparing a strong, relevant marketing plan.



	Definitions. Key terms defined in each chapter and in the glossary help you to master the vocabulary every marketer must know. Every entry in the glossary includes the chapter number in which the definition appears, so you can review the context as you study or prepare for class. Some of the new concepts in this edition’s glossary include ethical sourcing, Big Data, hashtag, search experience optimisation, reference groups, viral marketing, customer relationship marketing, reverse showrooming and flash retailing.








Sample Marketing Plan



The Appendix contains a brief sample marketing plan showing how a fictional start-up company, Lost Legends Luxury Chocolatier, plans to launch its first products and compete with established confectionery companies. This sample plan includes background information about market trends and customer characteristics; analyses the company’s strengths, weaknesses, opportunities and threats; sets specific objectives; and documents decisions about targeting, positioning, products and branding, pricing, distribution, marketing communications, customer service and internal marketing. It also summarises highlights of the company’s marketing programmes, forecasts, metrics and control. As you learn about the planning process, refer to this sample plan to see how a company might present and explain its chosen marketing strategies and prepare for effective and efficient implementation.





Essential Marketing Checklists



This new edition includes 20 checklists to lead you through the essential aspects of the planning process. Checklist topics are keyed to the material in each chapter.


Essential checklist No. 1: Situational analysis (Chapter  1)


Essential checklist No. 2: The mission statement (Chapter  1)


Essential checklist No. 3: The internal environment (Chapter  2)


Essential checklist No. 4: The external environment (Chapter  2)


Essential checklist No. 5: Analysing customers in consumer markets (Chapter  3)


Essential checklist No. 6: Analysing customers in business markets (Chapter  3)


Essential checklist No. 7: Evaluating market segments (Chapter  4)


Essential checklist No. 8: Planning for positioning (Chapter  4)


Essential checklist No. 9: Evaluating objectives (Chapter  5)


Essential checklist No. 10: Planning for products (Chapter  6)


Essential checklist No. 11: Planning for brands (Chapter  6)


Essential checklist No. 12: Pricing through the product life cycle (Chapter  7)


Essential checklist No. 13: Planning for marketing channels (Chapter  8)


Essential checklist No. 14: Planning for logistics (Chapter  8)


Essential checklist No. 15: Planning for media (Chapter  9)


Essential checklist No. 16: Planning for sales promotion (Chapter  9)


Essential checklist No. 17: Planning for content marketing (Chapter  10)


Essential checklist No. 18: Planning for customer service support (Chapter  11)


Essential checklist No. 19: Planning metrics (Chapter  12)


Essential checklist No. 20: Evaluating implementation (Chapter  12)





Real-World View of Marketing Planning Today



Seeing how different organisations approach marketing can provoke new thinking, provide insights into marketing situations and lead to creative and practical marketing plans. How does Primark® use marketing plans to prepare for retail competition and global expansion (Chapter  1)? How is Nike® using market segmentation and targeting to compete with rivals all over the planet (Chapter  4)? What is IKEA’s® approach to pricing and how does it profit from careful planning (Chapter  7)? How has Domino’s® further increased market prominence by engaging customers through digital marketing (Chapter  10)? These and many other featured examples and cases reveal the contemporary realities of planning for the ever-changing international marketplace.





Guide to the Book



Essential Guide to Marketing Planning is divided into 12 chapters, each covering a key aspect of the planning process. Chapters  1– 3 introduce marketing planning, explain how to analyse the current marketing situation and discuss how to research markets and customers. Chapter  4 examines the use of segmentation, targeting and positioning. Chapter  5 looks at setting direction and objectives in the marketing plan. Chapters  6– 10 focus on planning for the marketing mix: product, price, place (channels and logistics) and promotion (marketing communications and customer influence); plus digital, social media and mobile marketing. Chapter  11 discusses planning for customer service and internal marketing to support the marketing mix. Chapter  12 explains how to prepare for implementation, control and evaluation of your marketing plan.





Online Extras



Visit the companion blog at 

http://essentialmarketingplanning.blogspot.com

 for updates to cases, concepts and companies and the latest news and views in the world of marketing.


Instructors can visit www.pearsoned.co.uk/wood-mp to access the Instructor’s Manual and PowerPoint slides, which contain answers to company feature questions and case study questions plus additional resources.


Lecturer Resources 
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For password-protected online resources tailored to support the use of this textbook in teaching, please visit www.pearsoned.co.uk/wood-mp
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            targetImage.style.transform = "scale(" + scalable + "," + scalable + ")"

            targetImage.style.transformOrigin = "0 0"

            targetImage.style.webkitTransform = "scale(" + scalable + "," + scalable + ")"

            targetImage.style.webkitTransformOrigin = "0 0"

        }

    }



    function zoomReset(event, target) {

        scalable = 1

        var imageId = target.getAttribute('data-target')

        var targetImage = document.getElementById(imageId)

        targetImage.style.transform = "scale(" + scalable + "," + scalable + ")"

        targetImage.style.transformOrigin = "0 0"

        targetImage.style.webkitTransform = "scale(" + scalable + "," + scalable + ")"

        targetImage.style.webkitTransformOrigin = "0 0"



    }

    

    function setupEquations(){

        if (equations.length > 0) {

            var eqs = []

            if (equations.length > 0) {

                for (var key in equations) {

                    eqs.push(equations[key])

                }

            }

            /*if (svgEquations.length > 0) {

                for (var i = 0; i < svgEquations.length; i++) {

                    // check if it's really an equation or not

                    eqs.push(svgEquations[i])

                }

            }*/



            //set up the equations

            for (var i = 0; i < eqs.length; i++) {

                var equation = eqs[i],

                    width,

                    parentW = equation.parentNode ? equation.parentNode.offsetWidth : equation.offsetWidth



                if (equation.childNodes && equation.childNodes[0].length == 0) {

                    width = equation.offsetWidth

                } else {

                    width = equation.childNodes ? equation.childNodes[0].offsetWidth : equation.offsetWidth

                }



                if (equation.parentNode && equation.parentNode.className.indexOf("inlineequation") === -1 && equation.style && equation.style.display != "inline") {

                    // wrap it in a div for scaling purposes

                    var div = document.createElement('div')

                    div.wrap(equation)

                    div.setAttribute("style", "width: " + parentW + "px; overflow: visible;")

                    div.className = "lc_equationwrapper"

                    

                    if (width > parentW) {

                        // scale if it's bigger

                        scaleEquation(div, width, parentW)

                    }

                }

            }



        }

        

        if (window.MathJax != undefined) {

            MathJax.Hub.Queue(function() {

                var Equations = document.getElementsByClassName("MathJax_Display")

                for (var i = 0; i < Equations.length; i++) {

                    var equation = Equations[i]



                    if (equation.parentNode.className.indexOf("lc_equationwrapper") == -1 && equation.style.display != "inline") {

                        // oops, it's not wrapped for some reason... wrap it up, then continue

                        var div = document.createElement('div')

                        div.setAttribute("style", "width: " + equation.parentNode.offsetWidth + "px; overflow: visible;")

                        div.className = "lc_equationwrapper"

                        var newHTML = equation.parentNode.innerHTML,

                            parent = equation.parentNode

                            div.innerHTML = newHTML

                            parent.innerHTML = ""

                        parent.appendChild(div)

                        equation = div.childNodes[2]

                    }



		    if (equation.childNodes && equation.childNodes[0]) {

    			var width = equation.childNodes[0].offsetWidth,

                                parentW = equation.parentNode.offsetWidth

    			if (width > parentW) {

                                scaleEquation(equation.parentNode, width, parentW)

    			}

		    }



                }

            });

        }

    }

    

    function resizeEquations(){

        // scale the equations here

        var equations = document.getElementsByClassName("lc_equationwrapper")



        if (equations.length > 0) {

            for (var i = 0; i < equations.length; i++) {

                var equation = equations[i],

                    width = equation.offsetWidth,

                    innerWidth = 0,

                    innerHeight = equation.offsetHeight,

                    screenWidth = equation.parentNode.offsetWidth



                    // get the inner width

                if (equation.childNodes[1] && equation.childNodes[1].className.indexOf("MathJax") != -1) {

                    if (equation.childNodes[1].childNodes[0]) {

                        innerWidth = equation.childNodes[1].childNodes[0].offsetWidth

                    } else {

                        innerWidth = equation.childNodes[2].childNodes[0].offsetWidth

                    }

                } else {

                    innerWidth = equation.childNodes[0].offsetWidth

                }



                if (innerWidth > screenWidth) {

                    scaleEquation(equation, innerWidth, screenWidth)

                } else {

                    equation.setAttribute("style", "width: " + screenWidth + "px; overflow: visible; margin: 0 auto;")

                    //equation.parentNode.setAttribute("style", "height: "+innerHeight+"px")

                }

            }

        }

    }



    function scaleEquation(equation, width, parentW) {

        // if this fires, the equation needs scaling

        var scaleRatio = parentW / width,

            height = equation.offsetHeight * scaleRatio



            equation.style.webkitTransform = "scale(" + scaleRatio + "," + scaleRatio + ")"

        equation.style.webkitTransformOrigin = "0 0"

        equation.style.mozTransform = "scale(" + scaleRatio + "," + scaleRatio + ")"

        equation.style.mozTransformOrigin = "0 0"

        equation.style.transform = "scale(" + scaleRatio + "," + scaleRatio + ")"

        equation.style.transformOrigin = "0 0"

        equation.style.width = width + "px"

        equation.style.maxWidth = width + "px"

        //equation.parentNode.style.height = height + "px"

    }

    

    function scaleIt(it){

        if(it.id != "highlightPopupContent"){

            // check for nested images, on tables

            var nestedImgs = it.getElementsByTagName('img')

            for (var j = 0; j < nestedImgs.length; j++) {

                var nestImage = nestedImgs[j]

                nestImage.style.maxWidth = "none"

            }

            

            // set the parent to have a style of "overflow:auto"

            it.parentNode.style.overflowY = "hidden"

            it.parentNode.style.overflowX = "auto"            

            it.style.webkitTransformOrigin = "0 0"

            it.style.mozTransformOrigin = "0 0"

            it.style.msTransformOrigin = "0 0"

            it.style.OTransformOrigin = "0 0"

            it.style.transformOrigin = "0 0"

            var parentW = it.parentNode.offsetWidth,

                itW = it.offsetWidth

            if(itW > parentW){

                // it's too big

                var ratio = parentW/itW                

                it.style.height = "auto"

                

                var height = it.offsetHeight,

                    parentHeight = it.parentNode.offsetHeight

                it.style.webkitTransform = "scale("+ratio+", "+ratio+")"

                it.style.mozTransform = "scale("+ratio+", "+ratio+")"

                it.style.msTransform = "scale("+ratio+", "+ratio+")"

                it.style.OTransform = "scale("+ratio+", "+ratio+")"

                it.style.transform = "scale("+ratio+", "+ratio+")"

                it.style.height = height*ratio+"px"

                it.parentNode.style.height = height*ratio +"px"

            } else {

                it.style.webkitTransform = ""

                it.style.mozTransform = ""

                it.style.msTransform = ""

                it.style.OTransform = ""

                it.style.transform = ""

                it.style.height = ""

                it.parentNode.style.height = ""

            }

        }

    }



   function init() {

       isTouchDevice()

        // bind the click events for the tables

        document.addEventListener("click", function(e) {

            var targetClasses = e.target.className,

                target



                // if it's fa, then bubble to parent

            if (targetClasses.indexOf("fa") != -1) {

                targetClasses = e.target.parentElement.className

                target = e.target.parentElement

            } else {

                target = e.target

            }



            if (targetClasses.indexOf("zoom") != -1) {

                targetClasses = targetClasses.replace("zoom-btn ", "")

                switch (targetClasses) {

                case "zoom-in":

                    zoomIn(e, target)

                    break

                case "zoom-out":

                    zoomOut(e, target)

                    break

                case "zoom-reset":

                    zoomReset(e, target)

                    break

                }

            }

        }, false)



        var selectedTable, otherEls, scaleRatio



        if (supportsTouch) {

            window.addEventListener("orientationchange", function() {

                if (largeTables.length > 0) {

                    for (var i = 0; i < largeTables.length; i++) {

                        selectedTable = largeTables[i]

                        scaleIt(selectedTable)

                    }

                }



                resizeEquations()

            });

        } else {

            /*var css = '.lc_imagewrapper {width:100%; overflow: auto; padding: 0 0 0 32px;} \

                       .zoom-buttons { position:absolute; left: 0; width: 25px; z-index:5; } \

                       .zoom-btn { -webkit-box-shadow: 0px 1px 3px rgba(0,0,0,0.4); box-shadow: 0px 1px 3px rgba(0,0,0,0.4);} \

                       .zoom-in, .zoom-in:hover, .zoom-out, .zoom-out:hover {display:block; font-size:18px; font-weight:bold; background:#fff; border:1px solid #000; color: #000; padding: 2px; line-height: 100%; width: 25px; border-radius: 0; -webkit-border-radius: 0;} \

                       .zoom-in, .zoom-in:hover {border-bottom: 0} \

                       .zoom-reset, .zoom-reset:hover {border:none; font-size: 12px; background: transparent; padding: 0; box-shadow: none; color: #08c; font-weight: normal; } ',

                head = document.head || document.getElementsByTagName('head')[0],

                style = document.createElement('style');

            style.type = 'text/css';

            if (style.styleSheet) {

                style.styleSheet.cssText = css;

            } else {

                style.appendChild(document.createTextNode(css));

            }

            head.appendChild(style);



            for (var i = 0; i < largeImages.length; i++) {

                var selectedImage = largeImages[i]

                var randomId = Math.random().toString(36).substr(2);

                selectedImage.setAttribute("id", randomId);

                selectedImage.parentElement.setAttribute("style", "position: relative;")

                var div = document.createElement('div')

                div.setAttribute("class", "lc_imagewrapper")

                div.wrap(selectedImage)

                var div_control = ['<div class="zoom-buttons">', '<button data-target="' + randomId + '" class="zoom-btn zoom-in">+</button>', '<button data-target="' + randomId + '" class="zoom-btn zoom-out">-</button>', '<button class="zoom-btn zoom-reset" data-target="' + randomId + '" >Reset</button>', '</div>'].join('\n')



                div.insertAdjacentHTML('afterBegin', div_control)

            }*/

        }



        if (largeTables.length > 0) {

            for (var i = 0; i < largeTables.length; i++) {

                // on initial load, wrap the whole thing in a div

                selectedTable = largeTables[i]

                var newDiv = document.createElement("div")

                newDiv.className = "lc_tablewrapper"

                selectedTable.parentNode.insertBefore(newDiv, selectedTable)

                newDiv.appendChild(selectedTable)



                // fire off the scaling

                scaleIt(selectedTable)

            }

        }

        

        setupEquations()



    }



    window.addEventListener("resize", resizeThrottler, false);



    var resizeTimeout;



    function resizeThrottler() {

        // ignore resize events as long as an actualResizeHandler execution is in the queue

        if (!resizeTimeout && !supportsTouch) {

            resizeTimeout = setTimeout(function() {

                resizeTimeout = null;

                resizeWatcher();

                // The resize Watcher will execute at a rate of 15fps

            }, 66);

        }

    }



    function resizeWatcher() {



        if (largeTables.length > 0) {

            for (var i = 0; i < largeTables.length; i++) {

                selectedTable = largeTables[i]

                scaleIt(selectedTable)

            }

        }



        resizeEquations()



    }





    //find the closest figure parent





    function findAncestor(el, classname) {

        while ((el = el.parentElement) && !el.classList.contains(classname));

        return el;

    }



    function ancestorTag(node) {

        // walk tree until you reach a section

        var newNode = node,

            isParent = false



            do {

                newNode = newNode.parentNode

                if (newNode.nodeName.toLowerCase() == "figure" || newNode.nodeName.toLowerCase() == "section" || newNode.nodeName.toLowerCase() == "aside" || newNode.nodeName.toLowerCase() == "li") isParent = true

                //console.log(newNode)

            } while (!isParent)



            return newNode

    }





    //find the closest figure parent





    function hasClass(el, selector) {

        var className = " " + selector + " ";



        if ((" " + el.className + " ").replace(/[\n\t]/g, " ").indexOf(className) > -1) {

            return true;

        }



        return false;

    }



    //auto width columns





    function autoCalculateColWidth(tableEl) {

        var $table = $(tableEl);







        var $theadCells = $table.find('thead tr').children(),

            colCount

            // var colCount = $table.find('thead tr').length,

            //  colWidth = $table.parent().width() / colCount



        var $tbodyCells = $table.find('tbody tr:first').children();



        // Get the tbody columns width array

        colWidth = $tbodyCells.map(function() {

            return $(this).width();

        });



        // Set the width of thead columns

        $theadCells.each(function(i, v) {

            $(v).width(colWidth[i]);

        });



    }



    // Wrap an HTMLElement around each element in an HTMLElement array.

    HTMLElement.prototype.wrap = function(elms) {

        // Convert `elms` to an array, if necessary.

        if (!elms.length) elms = [elms];



        // Loops backwards to prevent having to clone the wrapper on the

        // first element (see `child` below).

        for (var i = elms.length - 1; i >= 0; i--) {

            var child = (i > 0) ? this.cloneNode(true) : this;

            var el = elms[i];



            // Cache the current parent and sibling.

            var parent = el.parentNode;

            var sibling = el.nextSibling;



            // Wrap the element (is automatically removed from its current

            // parent).

            child.appendChild(el);



            // If the element had a sibling, insert the wrapper before

            // the sibling to maintain the HTML structure; otherwise, just

            // append it to the parent.

            if (sibling) {

                parent.insertBefore(child, sibling);

            } else {

                parent.appendChild(child);

            }

        }

    }

    

    // check the readyState so it will load even if the the document has already loaded

    if(document.readyState == "loaded" || document.readyState == "complete"){

        init()

    } else {

        // not loaded, bind an event

        document.onreadystatechange = function(){

            if(document.readyState == "loaded" || document.readyState == "complete"){

                init()

            }

        }

    }



}(window.jQuery)
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