Tool 7.2 Marketing Planning
ENVIRONMENT - Where to play? - Context
Customers: First line, customer chain, end users, influencers: geography, demographic, behavioral market overview and segments: growth rates, trends, preferences - Needs, hopes, preference, commitment, strategies, price/value perspective by segment.
Collaborators: Suppliers, business allies, outsource opportunities, government/ community leaders, allies - Needs, hopes, preferences, commitment, strategies, price/value perspective by group.
Culture: Behaviors, relationships, attitudes, values and environment
Capabilities: Core human, operational, financial, technical and key asset capabilities.
Competition: Direct, indirect, potential - types, where, products. Strategies, profit/value models, profit pools by segment, source of pride.
Conditions: Social/ cultural/ demographic, political/ government/ regulatory, economic /technological, market definition: inflows, outflows and substitutes, health, climate trends.
Current Position: Markets, market share, buyers, why buy, life-cycle (introduction, growth, maturity, decline, exiting) 
Bring it together with a SWOT analysis => Insights re leverage points & business issues
VALUES - What matters and why?
Purpose including the organization's overall mission (Why?) vision (What?) and values.
How marketing fits within that and helps move things in that direction.
ATTITUDE - How to win?
Overall organizational or commercial strategy including value proposition:
Marketing strategy: Broad choices (How?). Be clear on what aspects of marketing need to be predominant (top 1%), superior (top 10%), strong (top 25%), competitive (above average), good enough or not do (outsource or not do at all)
Positioning: 
· Target - Customer and problem the customer needs solved.
· Frame of reference - Other choices the customer could/should consider.
· Benefit - Promise – meaningfully unique. All benefits are ultimately emotional.
· Support/attributes – Permission to believe (Product/Service/System proof.) 
· Brand character/ attitude/ voice (Who we are.)
Product/services – features & benefits like quality, scope, warranty, packaging, service
Packaging – which serves both as a primary container, secondary container and communication channel. Witness how much time children spend looking at cereal boxes.
Pricing: Premium, penetration, economy, bundling, promotional, list, discount, bundling, payment terms, leasing etc.)
Place: Distribution channels, channel margins, locations, logistics – transport, warehouse, order fulfill
Promotion and advertising/ communication: Networking, direct marketing, advertising, training programs, writing/articles, publicity/press releases, trade shows, fairs, events, website, newsletter/Ezine, ebook, affiliate programs, search engine optimization, sampling (i.e. charity auctions), sponsorships, contests, on-line auction, merchandising – collateral you’ll need. Promotion strategy: trial, repeat, continuity, stocking. 
Sales strategy: Who’s going to contact whom, when, how frequently, etc.
Sales team training: (Pulling on a framework like Strategic Selling)
Strategic relationships: Who’s going to help you
New business development: Either selling more to existing customers (farming) or bringing in new customers (hunting)
Launch plan approach: Pulling together all the aspects of the work effort.
Ongoing research, insights: To keep learning and evolving.
Marketing budget and allocation across efforts: Because strategies are theoretically elegant and practically useless until they are resourced.


RELATIONSHIPS - How to connect?
Choices about how to spark relationships to 
· Build awareness
· Deepen relationships at interest level
· Turn prospects desire into action
Sales approach: What getting done by when by whom with what resources?
(Coach - user buyer - technical buyer - economic buyer ---- result, win)

BEHAVIORS - What impact?
Specific plans to move people through AIDA funnel with checklists, milestones, and timing.
Expected competitive reaction. Because you can’t gain share without someone losing share. Think through how others may react and what you’re going to do then.
Other risks. Think through the things you can’t control, the unintended consequences of your actions and contingency plans.

