Marketing Planning Cheat Sheet

eneral Dwight D. Eisenhower fa-
mously said:

“In preparing for battle | always found
that plans are useless, but planning is in-
dispensable.

As a leader you know that planning is
important. It requires a knowledge of the
market, products, competitors, influencers
and media as well as your business. And,
when all is said and done, it requires adapt-
ability. Circumstances change.

For a typical agency, your planning
and adaptability are not so important. After
all, if they aren’t an industry specialist like

MarketingSage, they can’t add much value
to your strategy. And, if they only provide
one service (such as PR) then they only
see one solution, not alternatives. When
all you have is a hammer, every problem
tends to look like a nail.

MarketingSage is different. Our associ-
ates are industry specialists who know your
market, products, competitors, influencers
and media. What's more, MarketingSage
expertly integrates all the key marketing
functions — strategic planning, advertising.
PR, event management, Internet market-
ing, channel marketing and more.

Product Situation

= New product launch

= New feature introduction
Price or feature change
Meet a revenue target
Eliminate/reduce inventory
Build brand recognition
Discontinue a product
New availability (volume or source)
Build support for de facto standards
Etc.

politics

Corporate Situation

= Build corporate recognition
= Build corporate status

= Lobby to influence law,

= Staff recruitment
= Statutory obligations, etc
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Market/Audience

Situation
= New market
= New market stage
= New sales channel
= Competitive threat
= Complementary

opportunity

= Etc.
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Guides & Goals
Restraints = Sensible
= Business plan = Measurable
= Budget = Achievable
= People/Skills = Realistic
= Tools = Time Specific

Cost/Benefit Analysis

Of Alternatives

= Audience profiles

= Media alternatives

= Editorial, Event opportunities
= Messages

= Etc.

Planned Strategy & Tactics
= Audience segment selection and prioritization
= Schedule (timing) set

= Media mix selected for each audience and schedule
= Message determined for each audience and schedule
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Strategy

= Resources to be deployed (e.g. budget, people) Adjust L
= Measurement systems are determined 4
Tactics
» 5
_ Execute ﬁ /5]
The Process of Marketing « Allocate budget, staff Measure
Communications Strategy = Creative work = Sales, Trials
= Media placements = Calls | Opt-ins
<:> Preparation . Process = Message testing = (Web) visits
= Collateral delivery = Recognition
Decision = Run programs = Actual costs
‘ D Dalg = Etc. = Etc.
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MarketingSage Words To The Wise™

2008 Economic Crisis

An October 2008 survey of 1,200
advertisers and agency executives
by Association of National Advertis-
ers shows resilience in marketing
budgets.

Reallocate

Same, 33% Reduce, 33%

Increase, 27%

No Change,
7%
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