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INTRODUCTION


This computer disk offers you a convenient, hands-on format to develop your personalized Strategic Marketing Plan (SMP), based on the planning guidelines and forms used in the accompanying book.  That means you retain the proven planning structure of the SMP, yet you are free to customize the forms by inserting the specific vocabulary and unique issues related to your industry and company.  


You can even add special forms required by your organization or insert any of the commercially available spreadsheet programs, thereby making the SMP a permanent part of your management operating system. Otherwise, use the guidelines suggested in the book, which is appropriate for most organizations.


	You can count on substantial assistance as you develop your SMP. For instance, to hone your planning skills and improve the quality of the plan you submit to management or to an outside financial institution for funding, you can refer to the following chapters of the book:


Chapter 1, The Strategic Marketing Plan: Strategic Section, illustrates through actual case example how to develop the visionary 3- to 5-year strategic section of the SMP.


Chapter 2, The Strategic Marketing Plan: Tactical Section, describes how to develop a realistic 1-year tactical section of the SMP, also using a real case example to illustrate each planning guideline.


Chapter 3, Marketing Problem Solver: the Strategic Marketing Plan in Action, shows how successful companies solved severe competitive problems and won. After each example, references are made to those sections of the SMP that address the specific problem.


Chapter 4, Checklists for Developing Competitive Strategies, includes numerous forms to help you evaluate the potential of a market and develop competitive marketing strategies.  It is particularly valuable in adding greater precision to your SMP and improving the overall performance of your company.


Chapter 5, Help Topics, provides you with a comprehensive reference on most subjects related to developing your SMP.





OVERVIEW OF THE STRATEGIC MARKETING PLAN (STRATEGIC SECTION)


You can obtain optimum results for your SMP by following the process diagrammed in Figure 6.1.  As you examine the flowchart, notice that the top row of boxes represents the strategic portion of the plan and covers a 3- to 5-year time frame.  


The second row of boxes displays the tactical 1-year marketing plan. It is the merging of the strategic plan and the marketing plan into one unified SMP that makes it a complete format and an operational management tool.  


	You will find that following the SMP process will add an organized and disciplined approach to your thinking.  Yet the process in no way confines your thinking or creativity. Instead, it enhances your inventiveness, extends your strategy vision, and elevates the creative process.  In turn, the strategy vision results in providing you with a choice of revenue-building opportunities expressed through markets, products, and services.





THE STRATEGIC PLAN: LOOKING FORWARD 3 TO 5 YEARS


The Strategic portion of the SMP is defined as the managerial process for developing and maintaining a strategic fit between the organization and changing market opportunities.  It relies on developing the following sections: (1) a strategic direction or mission statement, (2) objectives and goals, (3) a growth strategy, and (4) business portfolio plans.





Figure 6.1 Strategic Marketing Plan


�


		


SECTION 1: STRATEGIC DIRECTION


The first box, Section 1, Strategic Direction allows you to visualize the long-term direction of your company, division, product, or service.  


Planning Guidelines  


The first step is to use the following questions to provide an organized approach to developing a Strategic Direction.  Answering the questions will help you shape the ideal vision of what your company, business unit, or product/service will look like over the next 3 to 5 years. 


More precisely, it should echo your (or your team’s) long-range outlook, as long as it conforms with overall corporate objectives and policies. To develop your strategic direction, fill in your answer to the following six questions.


		


What are your firm’s distinctive areas of expertise? This question refers to your organization's (or business unit's) competencies. You can answer by evaluating the following: 


Relative competitive strengths of your product or service based on customer satisfaction, profitability, and market share 


Relationships with distributors and/or end-use customers 


Existing production capabilities 


Size of your sales force


Financial strength


R&D expenditures


Amount of customer or technical service provided


Fill in:





What business should your firm be in over the next 3 to 5 years?  


How will it differ from what exists today? 


Fill in:





What segments or categories of customers will you serve?


Fill in:





What additional functions are you likely to fulfill for customers as you see 


the market evolve? 


Fill in:





What new technologies will you require to satisfy future customer/market needs?


Fill in:





What changes are taking place in markets, consumer behavior, competition, 


environmental issues, culture, and the economy that will impact your company? 


Fill in:





Now compress your answers to the above six questions into one statement that would represent a realistic Strategic Direction for your product, business unit, or company.  (See Chapter 1 for an example of how a Strategic Direction is written.) 


Fill in:





SECTION 2: OBJECTIVES AND GOALS


Planning Guidelines


State your objectives and goals both quantitatively and nonquantitatively (the second box in the top row in Figure 6.1.)  Your primary guideline: take a strategic focus covering a time frame of from 3 to 5 years. That means, look again at how you defined your Strategic Direction, so that you can develop objectives that will have the broadest impact on the growth of your business.





Quantitative Objectives


Indicate in precise statements, major performance expectations such as sales growth ($/units), market share, return on investment, profit, and any other quantitative objectives required by your management.  


With the longer time frame of 3 to 5 years, your objectives are generally broad and relate to the total business or to a few major segments.  (In the tactical portion of the SMP these objectives will be more specific for each product and market.)


Fill in:





Nonquantitative Objectives


Think of nonquantitative objectives as setting a foundation from which to build on to your organization’s existing strengths, as well as to eliminate any internal weaknesses.


Use the following examples to trigger objectives for your business.  Above all, keep your objectives specific, actionable, realistic, and focused on achieving a sustainable competitive advantage.


Upgrading distribution channels 


Expanding secondary distribution 


Consolidating an industry or segment position


Building “specialty product” penetration 


Establishing or improving marketing intelligence systems 


Focusing training actions


Launching new and repositioning old products 	


Upgrading field services


Improving marketing mix management


Fill in:





SECTION 3:  GROWTH STRATEGIES


Planning Guidelines


This section outlines the process you can use to secure your objectives and goals.  Think of strategies as actions to achieve your longer-term objectives; tactics as actions to achieve shorter-term objectives.  


Since this time frame covers 3 to 5 years, strategies are indicated here.  The 1-year portion, illustrated later in the plan, identifies tactics.


In practice, where you have developed broad-based, long-term objectives you should list multiple strategies for each objective.  In instances where you find it difficult to apply specific strategies, it is appropriate to use general strategy statements.


Tip: how you write strategies can vary according to your individual or team’s style.  For example, you have the option of merging the objectives and strategies sections by restating each objective from Section 2 followed by a listing of corresponding strategies.  Still another option is to write a general strategy statement followed by a detailed listing of specific objectives and strategies. (See Chapter 1 for examples.)


	Overall, your thinking about strategies boils down to actions related to the following:


Growth and mature markets


Long-term brand or product positioning


Product quality


Market share growth potential


Distribution channel options


Product, price, and promotion mix


Spending strategies


Specific marketing, sales, R&D, manufacturing strengths to be exploited


Fill in:





SECTION 4:  BUSINESS PORTFOLIO PLAN


Planning Guidelines


The business portfolio includes listings of existing products and markets and new products and markets.  Following a logical progression, it is based on the strategic direction, objectives and goals, and growth strategies outlined in previous sections. 


Tip: your strategic direction should mirror the content of your portfolio.  That is, the broader the dimension of your strategic direction, the more expansive the range of products and markets in the portfolio. Conversely, the narrower the dimension of your strategic direction, the more limited the content of products and markets.


	Use the following format and guidelines to develop your own business portfolio:





Existing Products/Existing Markets (Market Penetration)


List those existing products you currently offer to existing customers or market segments. In an appendix of the SMP, you can document sales, profits, and market share data.  From such information you can determine if your level of penetration is adequate and if possibilities exist for further growth.  


After identifying new opportunities, it may be necessary for you to revisit Section 3 (Growth Strategies) and list actions you would take to implement the opportunities.


Fill in:





New Products/Existing Markets (Product Development)


Use this section to extend your thinking and list potential new products you can offer to existing markets.  Again, recall the guideline that the broader the dimension of your Strategic Direction the broader the possibilities for the content of your portfolio.  


Fill in:





Existing Products/New Markets (Market Development)


Now list your existing products into new markets. Explore possibilities for market development by identifying emerging, neglected, or poorly served segments in which existing products can be utilized. 


Fill in:





New Products/New Markets (Diversification)


This portion of the business portfolio is visionary, since it involves developing new products to meet the needs of new and yet-untapped markets. Consider new technologies, global markets, and potential strategic alliances to provide input into this section.  


Once again, interpret your Strategic Direction in its broadest context.  Do not seek diversification for its own sake.  Rather, the whole purpose of the exercise is for you to develop an organized framework for meaningful expansion.  


The grid in Figure 6.2 is a useful format to fill in your business portfolio of products and markets, both existing and new.


Fill in:


Figure 6.2 Business Portfolio Plan


�





The Business Portfolio completes the strategic portion of the SMP.  Now you are ready to proceed to the tactical 1-year marketing plan.





THE STRATEGIC MARKETING PLAN (TACTICAL SECTION)


Overview


The tactical marketing plan, the second row of boxes designated as sections 5 through 9 in Figure 6.3, is not a stand-alone plan.  It is an integral part of the total SMP. 








Figure 6.3 Strategic Marketing Plan


�





Where commonalties exist among products and markets, one marketing plan can work as long as you make the appropriate changes in such areas as the sales force and the communications mix (advertising, sales promotion, and publicity.)  Where you face substantial differences in the character of your product and markets, then develop separate tactical plans. 


Tip: avoid the temptation to develop a plan for a business, division, or product line by jumping into the middle of the SMP and beginning the process with the tactical 1-year marketing plan. 


There are no short cuts.  Reason: input to the Tactical Marketing Plan flows from two directions: (1) from the strategic portion of the SMP (top row) containing the strategic direction, objectives, strategies, and business portfolio; (2) from the situation analysis (second row), which progresses to opportunities, annual objectives, tactics, and budgets.  Also, the thought process that went into the strategic portion of the plan now flows down to feed the shorter-term, action-oriented marketing plan. 





SECTION 5:  SITUATION ANALYSIS


The following three-part situation analysis details the past and current situation of your business: 


Part I: The Marketing Mix (product, price, distribution, and promotion)


Part III: Competitor Analysis


Part III: Market Background 


The purpose of the Situation Analysis is to define your business in a factual and objective manner.  Compile historical data for a period of at least 3 years. Doing so provides an excellent perspective about where your company has been, where it is now, and where you want it to go as defined in your Strategic Direction (Section 1.) 


Planning Guidelines


Part I: Marketing Mix — Product


Objectively describe the performance of your product or service by:


Sales history, profitability, share of market and other required financial data; where appropriate, you can graphically chart sales history with spreadsheets or your company’s forms


Fill in:





Current position in the industry related to market share, reputation, product life cycle (introduction, growth, maturity, or decline), and competition


Fill in:





Future trends related to environment, industry, customer, and competitive factors that may affect the position of your product


Fill in:





Intended purpose of your product in terms of its applications or uniqueness


Fill in:





Features and benefits of your product as related to quality, performance, safety, convenience, or other factors important to customers


Fill in:





Other pertinent product information such as expected product improvements and additional product characteristics (size, model, price, packaging); recent features that enhance your product's position; competitive trends in features, benefits, technological changes; and changes that would add superior value to the product and provide a competitive advantage


Fill in:





Part I: Marketing Mix — Pricing


History of Pricing


Examine the history of pricing policies for each market segment and/or distribution channel; consider their impact on the market position of your product.


Fill in: 





Future Pricing Trends


Predict pricing trends as they pertain to product specification changes, (including formulation and design), financial constraints, and expected market changes (trade/consumer attitudes, and competitive responses to price changes.) 


Fill in:





Part I: Marketing Mix — Distribution Channels and Methods


Current Channels


Describe your current distribution channels. Identify the functions performed for each stage in the distribution system (distributor, dealer, direct, E-commerce) and indicate levels of performance (sales volume, profitability, and percentage of business increases.)


	Where appropriate, analyze your physical distribution system, such as warehouse locations, inventory systems, or just-in-time delivery procedures.


	Fill in:





Effectiveness of Coverage


Characterize the effectiveness of coverage of current channels by the programs and services provided.  


	Comment on effectiveness of distribution systems (distributors, dealers, direct.)  Specify the key activities performed at each point and indicate any areas that require corrective action.  Also comment on the impact of future trends in distribution channels and methods, such as E-commerce.


	Fill in:





Special Functions


Indicate special functions performed by your company's sales force for a particular distribution channel and what effect it had on the targeted market segments. Also include your distributors' sales forces, if applicable.  Comment, too, on such approaches as “push” strategy (through distributors) or “pull” strategy (through consumers).  


Fill in:





Target Accounts


List target accounts and their level of performance related to quantity and dollars.  Add comments related to special needs of any account.


Fill in:





Future Trends


Indicate future trends in distribution methods and channels.  Project what growth is expected in each major market segment.  Also identify how this growth will affect your need for different distribution channels or methods of physical distribution.


Fill in:





Part I: Marketing Mix — Advertising and Sales Promotion


Analyze your advertising and sales promotion directed at each segment of the market or distribution channel based on the following elements: advertising dollar expenditures, creative strategy, media, trade promotions (dollars and type), consumer promotions (dollars and type), and other forms of promotion unique to your industry.


Fill in:





Competitive Trends


Identify and evaluate competitive trends in the same categories as above. Your advertising agency (or advertising department) and the sales force may prove helpful in providing this information.


Fill in:





Strategies


Identify your company's past and current advertising and sales promotion strategies by product and market segment and describe trends in these areas.


Fill in:





Other Support Strategies  


Identify other support programs (publicity, educational, professional, trade shows, literature, films/videos, the Internet) that you have used and evaluate their effectiveness. 


Fill in:








Planning guidelines


Part II: Competitor Analysis


Market Share


List all your competitors in descending-size order along with their sales and market shares. Include your company's ranking within the listing.  Show at least three competitors (more if the information is meaningful.)


Fill in:





Competitors' Strengths and Weaknesses


Identify each competitor’s strengths and weaknesses related to such factors as product quality, distribution, pricing, promotion, management leadership, and financial condition.  Also indicate any significant trends that would signal unsettling market situations, such as aggressiveness in growing market share or excessive discounting to maintain market position. 


Attempt to make your competitive analysis as comprehensive as possible. The more competitive intelligence you gather, the more strategy options you have open to you.  (To assist you in developing a quality analysis, go to Chapter 4: Developing Competitive Strategies Checklists.) 


Fill in:





Product Competitiveness


Identify competitive pricing strategies, price lines, and price discounts, if any. Identify those competitors firmly entrenched in low-price segments of the market, those at the high end of the market, or competitors that are low-cost producers.


Fill in:





Product Features and Benefits


Compare the specific product features and benefits with those of competitive products.  In particular, focus on product quality, design factors, and performance. Evaluate price/value relationships for each, discuss customer preferences (if available), and identify unique product innovations.


Fill in:





Advertising Effectiveness  


Identify competitive spending levels and their effectiveness, as measured by awareness levels, competitive copy test scores, and reach/frequency levels (if available.)  Such measurements are conducted through formal advertising research conducted by your advertising agency, independent marketing research firms, or publications.  Where no reliable quantitative research exists, use informal observation or rough measurements of advertising frequency and type.


Fill in:





Effectiveness of Distribution Methods


Compare competitive distribution strengths and weaknesses. Address differences in market penetration, market coverage, delivery time, and physical movement of the product by regions or territories.  And identify major accounts where competitors' sales are weak or strong.


Fill in:








Packaging


Compare the package performance, innovation, and preference of competitive products.  Also review size, shape, function, convenience of handling, ease of storage, and shipping.


Fill in:





Trade/Consumer Attitudes  


Review both trade (distributor or dealer) and consumer attitudes toward product quality, customer/technical service, company image, and company performance.


Fill in:





Competitive Share of Market Trends  


While share of market was previously included as a way of determining overall performance, the intent here is to specify trends in market share gains by individual products, as well as by market segments.  Further, you must identify where each competitor is making a major commitment and where it may be relinquishing control by product and segment.


Fill in:





Sales Force Effectiveness and Market Coverage 


Review effectiveness as it relates to sales, service, frequency of contact, problem-solving capabilities by competitor and by market segment.  Look to all sales force performance within the distribution channel.  For example, if you are a manufacturer, look at your distributors’ market coverage. Then examine distributors' coverage of their customers, which could be dealers and/or end users.


Fill in:





Planning Guidelines


Part III: Market Background


This last part of the situation analysis focuses on the demographic and behavioral factors of your market.  Doing so helps you determine market size and customer preferences (both trade and consumer) in a changing competitive environment.  


You can derive data from primary market research (market segmentation studies, awareness levels, and usage studies) or from secondary sources (trade and governmental reports.)  See extensive information on this subject in Chapter 5, Help Topics.	


If you give careful attention to compiling accurate information, you will benefit from reliable input for developing the following parts of the SMP: Section 6: Opportunities, Section 7: Objectives, and Section 8: Strategies/Tactics.  


This information also highlights any gaps in knowledge about markets and customers and thereby helps you determine what additional market intelligence is needed to make more effective decisions.  


The following categories are considered part of the market background.





Customer Profile


Define the profile of present and potential end-use customers that you (or your distributors) serve.  Your intent is to look further down the distribution channel


and view the end-use consumer.  Examine the following factors:


The Market Segments Distributors/Dealers Serve


Address this question from your distributors' point of view.


Fill in:





Distributors' Overall Sales


Concentrate on classifying the key customers that represent the majority of sales.


Fill in:





Other Classifications


Profile your customers by such additional factors as type of products used, level of sophistication, price sensitivity, and service.  Also indicate any target accounts that you can reach directly, thereby bypassing the distributor.


Fill in:








Frequency and Magnitude of Products Used


Define customer purchases by frequency, volume, and seasonality of purchase.  Additional information might include customer inventory levels, retail stocking policies, and volume discounts. Also look at consumer buying behavior related to price, point-of-purchase influences, or coupons.


Fill in:





Geographic Aspects of Products Used


Define customer purchases regionally or territorially (both trade and consumer.)   Segment buyers by specific geographic area (e.g., rural, urban) or by other factors relevant to your industry.


Fill in:





Market Characteristics 


Assess the demographic, psychographic (life style), and other relevant characteristics of your customers.  Also examine levels of product technology in use; purchase patterns and any distinctive individual or group behavioral styles; and attitudes toward the company's products, services, quality, and image.


Fill in:





Decision Maker


Define who makes the buying decisions and when and where they are made.  Note the various individuals or departments that may influence the decision.


Fill in:





Customer Motivations


Identify the key motivations that drive your customers to buy the product.  Why do they select one manufacturer (or service provider) over another?  Customers may buy your product because of quality, performance, image, technical/customer service, convenience, location, delivery, access to upper level management, friendship, or peer pressure.


Fill in:





Customer Awareness


Define the level of consumer awareness of your products. To what extent do they:


– Recognize a need for your type of product?


– Identify your product, brand, or company as a possible supplier?


– Associate your product, brand, or company with desirable features? 


Fill in:





Segment Trends


Define the trends in the size and character of the various segments or niches.  (A segment is a portion of an entire market; a niche is part of a segment.)  A segment should be considered if it is accessible, measurable, potentially profitable, and has long-term growth potential. 


Segmenting a market also serves as an offensive strategy to identify emerging, neglected, or poorly served markets that can catapult you to further sales growth.  


You can also consider segments as a defensive strategy to prevent inroads of a potential competitor through an unattended market segment.


Fill in:





Other Comments/Critical Issues


Add general comments that expand your knowledge of the market and customer base.  Also identify any critical issues that have surfaced as a result of conducting the situation analysis — ones that should be singled out for special attention.


Fill in:





SECTION 6:  MARKETING OPPORTUNITIES


Planning Guidelines


In this section, you examine marketing strengths, weaknesses, and options.  Opportunities will begin to emerge as you consider the variety of alternatives.  


Try to avoid restricted thinking.  Take your time and brainstorm.  Dig for opportunities with other members of your planning team.  If one doesn't exist, then put together a team representing different functional areas of the business (or persuade senior management to approve its formation).


Consider all possibilities for expanding existing market coverage and laying the groundwork for entering new markets.  Also consider opportunities related to your competition. For instance, offensively, which competitors can you displace from which market segments? Defensively, which competitors can you deny entry into your market?


        	As you go through this section, revisit your strategic portion of the SMP (top row of boxes in Figure 6.1).  While that portion represents a 3- to 5-year period, work must begin at some point to activate the strategic direction, objectives, growth strategies, and business portfolio sections. 


       	Further, you should refer to the situation analysis in the last section, specifically the competitive analysis, for voids or weaknesses, which could represent opportunities.


      	Note the two-directional flow used to create opportunities: (1) the visionary thinking you used to shape the strategic portion of the SMP now flows down to focus on 1-year opportunities, and (2) the situation analysis that exposes voids and weaknesses also represents opportunities.


Now review the following screening process to identify your major opportunities and challenges.  Once you identify and prioritize the opportunities, convert them into objectives and tactics, which are the topics of the next two sections of the SMP.





Present markets


Identify the best opportunities for expanding present markets through:


Cultivating new business and new users


Displacing competition


Increasing product usage or services by present customers


Redefining market segments


Reformulating or repackaging the product


Identifying new uses (applications) for the product


Repositioning the product to create a more favorable perception by consumers and to develop a competitive advantage over rival products


Expanding into new or unserved market niches


Fill in: 





Customers/Buyers


Identify the best opportunities for expanding your customer base through:


Improving or expanding distribution channels


Product pricing including discounts, rebates, volume purchases, and allowances


Product promotion covering advertising, sales promotion, publicity — including the promotional activities of the sales force


Enhancing customer service, including technical support


Trade buying practices, identifying where the buying power is focused or has shifted (e.g., from manufacturer to distributor or to end user)


Fill in:





Growth Markets


Identify the major product growth markets in key areas (geographic locations) and specify which markets represent the greatest long-term potential.


Fill in:





Product and Service Development and Innovation


Identify the immediate and long range opportunities for product development and innovation through: 


Adding new products to the line


Diversifying into new or related products, product lines, and/or new items or features


Modifying and altering products


Improving packaging


Establishing new value-added or customer services


Fill in:





Targets of Opportunity


List any areas outside your current market segment or product line not included in the above categories that you would like to explore.  Be innovative and entrepreneurial in your thinking. These areas are opportunistic. Therefore, due to their innovative and risky characteristics, they are isolated from the other opportunities.  Those you select for special attention are placed in a separate part of the objectives section of the SMP.


Fill in:





SECTION 7: MARKETING OBJECTIVES


At this point, you have reported relevant factual data in Section 5: Situation Analysis, and you have interpreted their meaning and consequences to your product line in Section 6: Opportunities.  You must now set the objectives you want to achieve during the current planning cycle — generally defined as a 12-month period.  


Once again, you will find it useful to review Sections 5 and 6.  Also, it will help to review the strategic portion of the plan (top row of boxes in Figure 6.1.)  You want to be certain that actions related to your long-range strategic direction, objectives, and strategies are incorporated in your tactical 1-year objectives.


 This section consists of three parts: 


Assumptions: projections about future conditions and trends


Primary Objectives: quantitative measurements related to your responsibility, including targets of opportunity


Functional Objectives: operational goals for various parts of the business





Planning Guidelines


Assumptions


For objectives to be realistic and achievable, you must first generate assumptions and projections about future conditions and trends.  List only those major assumptions that will affect your business for the planning year at it relates to the following:


Economic assumptions: related to Gross Domestic Product (GDP), local economics, industrial production, plant and equipment expenditures, consumer expenditures, and changes in customer needs. Also document market size, growth rate, costs, and trends in major market segments.


Fill in:





Technological assumptions: include depth of research and development efforts, likelihood of technological breakthroughs, availability of raw materials, and plant capacity.


Fill in:





Sociopolitical assumptions: indicate prospective legislation, political tensions, tax outlook, population patterns, educational factors, and changes in customer habits.


Fill in:





Competitive assumptions: identify activities of existing competitors, inroads of new competitors, and changes in trade practices. 


Fill in:





Planning Guidelines 


Primary Objectives


Focus on the primary financial objectives that your organization requires.  Also include targets of opportunity that you initially identified as innovative and entrepreneurial in Section 6.


	Where there are multiple objectives you may find it helpful to rank them in priority order.  Be sure to quantify expected results where possible. You can separate your objectives into the following categories:


Primary Objectives


Current and projected sales, profits, market share, and return on investment (use Table 6.1, a form provided by your organization, or any spreadsheet software)


Fill in:





Table 6.1 Primary Objectives


�
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Targets of Opportunity Objectives


Innovations in such areas as markets, products, pricing, promotions, and distribution


Fill in:





Functional Objectives; product and nonproduct objectives





Planning Guidelines 


Functional Objectives


State the functional objectives relating to both product and nonproduct issues in each of the following categories (you can alter the list of objectives to fit your business and industry):





Product Objectives


Quality 


Identify quality objectives that would achieve a competitive advantage by exceeding industry standards in some or all segments of your market.


Fill in:





Development 


Deal with new technology through internal R&D, licensing, or joint ventures.


Fill in:





Modification


Deliver major or minor product changes through reformulation or engineering.


Fill in:





Differentiation


Enhance competitive position through function, design, or any other changes that can differentiate a product or service.


Fill in:





Diversification  


Transfer technology or use the actual product in new applications, or diversify into new geographic areas, such as developing countries.


Fill in:





Deletion  


Remove a product from the line due to unsatisfactory performance. Or keep it in the line if the product serves some strategic purpose, such as presenting your company to the market as a full-line supplier. 


Fill in:





Segmentation  


Create line extensions (adding product varieties) to reach new market niches or defend against an incoming competitor in an existing market segment.


Fill in:





Pricing  


Include list prices, volume discounts, and promotional rebates. 


Fill in:





Promotion  


Develop sales force support, sales promotion, advertising, and publicity to the trade and consumers.


Fill in:





Distribution channel  


Add new distributors to increase geographic coverage, develop programs or services to solidify relationships with the trade, remove distributors or dealers from the channel, or maintain direct contact with the end user.


Fill in:





Physical distribution 


Identify logistical factors that would include order entry to the physical movement of a product through the channel and eventual delivery to the end user.


Fill in:





Packaging 


Use functional design and/or decorative considerations for brand identification. 


Fill in:





Service  


Broaden the range of services, from providing customers access to key executives in your firm to providing on-site technical assistance. 


Fill in:





Other


Indicate other objectives as suggested in Targets of Opportunities.


Fill in:








Nonproduct Objectives


Although most activities eventually relate to the product or service, some are support functions with which you may or may not influence.  How much clout you can exert depends on the functions represented on your planning team.





Targeted Accounts


Indicate those customers with whom you can develop special relationships through customized products, distribution or warehousing, value-added services, or participation in quality improvement programs.


Fill in:





Manufacturing 


Identify special activities that would provide a competitive advantage, such as offering small production runs to accommodate the changing needs of customers and reduce inventory levels.


Fill in:





Marketing Research


Cite any customer studies that identify key buying factors and include competitive intelligence.


Fill in:





Credit


Include any programs that use credit and finance as a value-added component for a product offering, such as rendering financial advice or providing financial assistance to customers in certain situations.


Fill in:





Technical Sales Activities


Include any support activities, such as 24-hour hot-line telephone assistance that offers on-site consultation to solve customers’ problems. 


Fill in:





R&D


Indicate internal research and development projects as well as joint ventures that would complement the Strategic Direction identified in Section I of the SMP.


Fill in:





Training


List internal training programs as well as external distributor and end-user programs.


Fill in:





Human resource development


Identify specialized skills and levels of performance required by those individuals who would make the SMP operational.


Fill in:





Other  


Include specialized activities that may be unique to your organization.


Fill in:





SECTION 8: STRATEGIES AND ACTION PLANS


Strategy is the art of coordinating the means (money, human resources, materials) to achieve the ends (profits, customer satisfaction, growth) as defined by company policy, strategic direction, and objectives.  


In this section, strategies have to be identified and put into action.  You must assign responsibilities, set schedules, establish budgets, and determine checkpoints.  Make sure that the members of the planning team actively participates in this section. They are the ones who have to implement the strategies.


This section, then, is the focal point of the SMP.  All the previous work was done for one reason and one reason only: to develop strategies and tactics.  To refine the definition further: strategies and tactics are actions to achieve objectives.  Strategies aim to fulfill longer-term objectives; tactics to reach shorter-term objectives.





Planning Guidelines


Restate the functional product and nonproduct objectives from Section 7 and link them to the strategies and tactics you will use to reach each objective.


One of the reasons for restating the objectives is to clarify the frequent misunderstanding between objectives and strategies.  Objectives are what you want to accomplish; strategies are actions that indicate how you intend to achieve your objectives.  


If you state an objective and don't have a related strategy, you may not have an objective. Instead, the statement may be an action for some other objective.


Fill in:





Planning Guidelines 


Summary Strategy


Summarize the basic strategies for achieving your primary objectives.  Also include alternative and contingency plans should situations arise to prevent you from reaching your objectives.  Be certain, however, that such alternatives relate to the overall SMP. 


As you develop your final strategy statement, use the following strategic issues as a checklist to determine its completeness:


Changes needed to the product or package


Changes needed to prices, discounts, or long-term contracts


Changes needed to advertising strategy, such as the selection of features and benefits, or copy themes to special groups


Changes needed in media plan


Promotional strategies related to private label products; dealer and/or distributor, consumers, and sales force incentives


Fill in:





SECTION 9:  FINANCIAL CONTROLS AND BUDGETS


Planning Guidelines


Having completed the strategy phase of your SMP, you must decide how you will monitor its execution.  Therefore, before implementing it, you have to develop procedures for both control (comparing actual and planned figures) and review (deciding whether planned figures should be adjusted or other corrective measures taken).


This final section incorporates your operating budget.  If your organization has reporting procedures, you should incorporate them within this section.


Included below are examples of additional reports or data sheets designed to monitor progress at key checkpoints of the plan and to permit either major shifts in strategies or simple midcourse corrections:


Forecast models


Sales by channel of distribution.


– Inventory or out-of-stock reports.


– Average selling price (including discounts, rebates, or allowances) by distribution channel and customer outlet.


Profit and loss statements by product


Direct product budgets


R&D expenses


Administrative budget


Spending by quarter


As an overall guideline – regardless of the forms you use – make certain that the system serves as a reliable feedback mechanism. Your interest is in maintaining explicit and timely control so you can react swiftly to impending problems.  Further, it should serve as a procedure for reviewing schedules and strategies.  


Finally, the system could provide an upward flow of fresh market information which, in turn, could impact on broad policy revisions at the highest levels of the organization.


The only other part left in your SMP is an optional appendix.  Your appendix should include the following items: copies of advertising campaigns for your product as well as those of your competitors, market data from market research, additional data on competitors' market strategies and pricing schedules, and details about product features and benefits.
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