3billionbooks 25
4Ps see marketing mix
360-degree view of customers 22-3, 287-8
ABB 111
ABC analysis 240-2
acceptance by employees
CRM system acceptance 275-6
marketing planning hurdles 56
accountability element of RACI acronym 68-70
acquisitions see customer acquisitions; mergers and
acquisitions
action-prompting effects, test procedures 225-6
activation criteria, advertising effectiveness analysis 226-7,
238-40
activities, concepts 3, 8, 203-9, 235-50
ad code, marketing planning worksheets 296-302
Adaptive Authentication Package 78
added value 2, 8, 18-29, 56, 83—4, 106-8, 153-60,
170-6, 1816, 288
reintermediation concepts 1701
sales channel management 153-60
address cleansing processes 271—4
Adidas 126
advertising 21, 53, 73—4, 121-2, 141-60, 195-209,
211-27, 238-50, 261-2, 287-8
analyses and reports phase 7 of the seven-nixse
model 238-50
buzz marketing 261-2
context analysis 11112
decisions 195-209
Internet brand managerteit 14153
personal data 268-74
sales channel management 153-60
test procedures 225-7, 238-50
testimonials 214-15
viral marketing 144, 261-2
advertising effectiveness analysis
see also analyses and reports . . .
concepts 225-7, 238-40
advertising impact function, budgeting approaches 73—4
advertising messages
concepts 195-209, 211-27
design issues 198-9
agencies 2-3, 60, 62-3, 68-9, 195, 229-34, 295-302
campaign development and execution phase 6 of the
seven-phase model 60, 62-3, 68-9, 229-34
critique 2-3
KPIs 230-4
longer-term cooperation 229-30
presentations 195
rating systems 231—4
rebriefings 2, 233—4
remuneration systems 231-—4
selections criteria 60, 62-3, 229-34
types 229-30
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agency briefing documents
campaign development and execution phase 6 of the
seven-phase model 60, 62-3, 68-9, 233—4
concepts 2-3, 233—4, 295-302
direct marketing 295-302
marketing planning worksheets 295-302
quality issues 2-3, 233—4
specifications 233—4
airline industry 159-60, 1850, 247
Aldi 37
Alessi 126
alignment processet 525, 56, 272—4, 280—4
alternative offer; on “he Internet 10-11, 18, 31-4,
13753 1736
Amazon.com 11, 21, 137, 141, 149-51, 247
American Evpress 147
Ameiican, Marketing Association (AMA) 8
ariay e and reports phase 7 of the seven-phase model
ses also response tracking . . .
ABC analysis 240-2
balanced scorecards 246-50
CLVs 242-50
concepts 60, 62-3, 68-9, 235-50, 262-3
content fit 238-40
cost accounting 240-2, 246
efficiency and effectiveness information 235-50
figure-based planning 235—40
instruments 240-50
key metrics 242-3
key questions 235-6
KPIs 242-50
learning from successes/failures 235-40
overview 60, 62-3
profitability analysis 240-50
target figures 235-40
test procedures 2257, 238-50
analysis & identification CRM cycle component 12-13,
19-20, 2714
analysis of the initial situation, strategic marketing
planning phase 3 of the seven-phase model 60-1,
68-9, 75-194
analytical budgeting approaches 71, 73—4
Apple 144, 165-6, 187
Aprais system 231
Arcor 262
ARIS 109-10
Art Directors Club (ADC) 238
AT&T 176
ATR 89-90
attention criteria, advertising effectiveness analysis 2267
attractive SMART requirements 65—6
Audi 172-3, 240
audits 62, 249-50
AutobyTel 137, 170-1
automation
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CMO marketing planning surveys 50-5 brand coverage 125-33
critique 54-5 brand design dimension, brand personality 136
available-financial-means-based budgeting approaches 72—4  brand expansion 124-5
Aviall 277-8 brand funnel
Avon 158 concepts 105-6, 128-32, 216-18, 289-90, 292-5
awareness levels conversion level 128-32, 216-18
brand funnel 128-32, 216-25 examples 129-30
company/products 105-8, 128-32, 216-18 levels 128-32, 216-18
Axe advertisement 193—4 marketing planning worksheets 289-90, 292-5
brand identity dimension, brand personality 136
balanced KPIs 179-81 brand management
balanced scorecards, concepts 12, 16, 246-50 advantages 123-5
banks concepts 123-53, 172-6, 288
one-to-one marketing 23 Internet 137-53, 172-6, 288
telephone banking 78 interviews 131-2
barriers to entry 29, 31-4, 102—4, 119-23, 211-12 push/pull media 145-53, 196
BASF 37-8 brand personality model, concepts 135-6
Bayer AG 256-7 brand presence
BayWa 11 see also logos; names
Beck’s Bier 1867 concepts 133-6
behavior-oriented segmentation 86-7 definition 133
behavioral relevance of segments 85-123 brand strategy
Beiersdorf 121 concepts 125-33
benchmarking 49-56, 72-4, 111-12, 172-6, 280-2 dimensions 125-8
see also best practice examples brand value, concepts 1279
CMO marketing planning surveys 49-56 branding concepts 125-8
competitor-activities-based budgeting approaches 72—4 briefings see agency triefing documents
concepts 111, 172-3, 280-2 British Airways~160
IT systems 280-2 “brown paperinetnod”, value chain analysis 108-9, 242
“benefit” dimension, value propositions 115-17, 129-32, browser shaing 13
199-209 budget planping phase 2 of the seven-phase model
benefit-oriented segmentation, historical background conc pis 5960, 68-9, 714
85-7 cversiew 59-60, 689
best practice examples 3, 49-56, 61-2, 111-12, 214-27, oudzets 1, 49-56, 59-60, 68-9, 71-4, 221-3, 234,
280—4 287-8, 290, 294-5, 296-302
see also benchmarking see also costs
campaign architectures 61-2, 214-27 advertising impact function 73—4
CMO marketing planning surveys 49-56 analytical approaches 71, 73—4
IT systems 280—4 approaches 71-4
procedural model for marketing planning & beyond budgeting 73
beyond budgeting concepts 73 CMO marketing planning surveys 49-55, 59-60
bills of material 26 concepts 71-4, 287-8
“binder-off-the-shelf syndrome” 2 critique 49-56
Bionade 287 dynamic budgeting approaches 73—4
Biotherm Homme 122 heuristic approaches 71—4
Bitkom 268-9 justification needs 1
Blend-a-med 124 marketing planning worksheets 290, 294-5, 296-302
block strategies 189 performance metrics 51-2
blogs 31-4, 137-53, 245 planning and budgeting phase 1 of the seven-phase
see also Internet model 59-60, 6570
blue ocean strategy 184—6 project management 66—70
Bluetooth 156 transparency shortfalls 56
BMW 12-13, 15, 135, 186-7, 198, 212 business area strategies 41
boards of directors, CMOs 51 business cases 190—1
Boch Toyota 32 business models 139-40, 177-81
“body aesthetic of strength and fitness” trends 122 business planning, marketing planning 2-3, 190-1
“Bom Chicka Wah Wah” campaign 193 business strategies 29-42, 282—4
booksellers 167 business-to-business (B2B) 2, 11, 14-15, 87-8, 93,
bottom-up analysis, concepts 90-2, 131-2, 236—40 94-102, 113-14, 178-9, 183—4, 198-209, 257-67,
BP 35 293-5
brainstorming exercises 172-3 marketing planning worksheets 293-5
brand architecture 125-33 value chains 11
brand awareness business-to-consumer (B2C) 2, 41-2, 85-123
brand funnel 128-32 buying centers
semiometric analysis 132 marketing planning worksheets 289-90, 292-5
brand control target group matrix 98-102, 205-9
see also brand funnel; SWOT analysis buying decisions
concepts 125-32 concepts 99-102, 205-9, 219-22
brand cooperation 126-8 target matrix 94-102, 198-209

brand core 127-9 buzz marketing 261-2



INDEX

00 0000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000s0sssssssssssssss

call centers 13—16, 24-5, 16970
campaign architecture 215-27
campaign coordination 222-3
campaign development and execution phase 6 of the
seven-phase model 60, 62-3, 68-9, 229-34
see also agencies
campaign planning
advertising effectiveness analysis 2257, 238-40
collision matrix 222-3
concepts 60, 61-2, 68-9, 211-27, 234, 235-50,
287-8
cost-efficient media usage 223-7
costs 2217
detailed architecture 215-16
differentiation activities 218-23
implementation issues 211-27
integrated marketing communication planning phase 5
of the seven-phase model 60, 61-2, 68-9, 211-27,
287-8
product life cycles 218-23
risk analyses 215
standardization 218-23
campaign tactics 2-3, 52—4, 60, 61-3, 68-9, 2039,
211-27, 290-302
best practice architectures 61-2, 214-27
critique 2-3, 52—4
definition 61, 203
marketing planning worksheets 290-302
car industry 1, 12-13, 15, 22-3, 32, 37, 40, 72, 79-80,
89-90, 135, 168-71, 1867, 198, 212
Carat 89-90
CarPoint 170-1
Carrefour 214
carry-over effects, dynamic budgeting approaches 74
category management, concepts 259-60
CDNow 21-2
CDs 21-2, 29, 101-2, 165-6, 175-6
central value systems 212
Cerruti 158-9
chairman relations, CMOs 46
change agents 267
changes
see also market and environmental an:lysis
company strategies 29-42
marketing strategies 29-34, 121—'-253-84, 287-8
organizational structures, 253-84, 287-8
resistance issues 266—7, 2/5—6
channel integration 167-71, 249-50
channel preferences 2-3, 94-102, 155-60, 169-71,
199-209, 214-27, 289-90, 292-5
concepts 169-71, 199-209, 214-27
marketing planning worksheets 289-90, 292-5
channel relationship management 161-2
see also sales channel . . .
channel-centered strategy 167-71
channels, target group matrix 98, 100-2, 169-71,
198-209, 214-27
Charles Schwab 164-5
Chemplorer 171
chief executive officers (CEOs) 44—6
chief information officers (CIOs) 46
chief marketing officers (CMOs) 1-3, 18, 437, 49-56,
6670, 254, 259-60
see also marketing planning
boards of directors 51
CEOs 44-6
challenges 43-7, 55-6, 259—60
communications 447
directors of other functional areas 45-7, 51
empirical evidence 43-7, 49-56, 259—-60

expectations/corporate-reality discrepancies 44-5,
49-56
historical background 43—4
job descriptions 43—7
marketing planning surveys 49-56, 59—-60
qualitative surveys 3
responsibilities 43—7
roles 43—7, 66—70
skills 43—4
success measures 46—7
surveys 49-56, 59-60, 254, 259-60
churn 12
see also customer retention
Cirque du Soleil 184-5
Cisco 247
clinical test procedures 226—7
co-branding concepts 126-8
co-innovations 14-15
see also electronic product clinics
co-marketing approaches 163—4
co-opetition 108-9
Coach Inc. 159
Coca-Cola 136, 144-5
Cocomore 171
coffee machines 34
cognitive effects, test piocedures 225-6
collaborative filtering orocesses 273—4, 287-8
collaterals, compicriicadon channels 100-2
collision matriz. concepts 222-3
communiczaan architecture, concepts 199-209, 215-27
commuricaticn centers
see~aizy call centers
X service CRM cycle component 12, 13-16
¢om nunication channels see channel . . .
communication planning see campaign planning
communication strategies, concepts 195-209
communication-objectives-based budgeting
approaches 72—4
communications 1-3, 12, 13-16, 447, 72—4, 94-102,
111-18, 129-32, 139-53, 195-209, 211-27, 289-90,
292-5
brand presence 133-5
CMOs 44-7
context analysis 111-18, 129-32
critique 2-3, 111-18, 195-209, 211-12
customer typologies 94-102, 198-209
instrument selection 211-27
integrated marketing communication planning
(campaign planning) phase 5 of the seven-phase
model, concepts 60, 61-2, 68-9, 211-27, 287-8
inter-personal communications 213-27
Internet brand management 139-53, 288
marketing planning worksheets 289-90, 292-5
quality issues 115-18
communicative key concepts 198-209
company benefits, individualization 20-1
company strategies
see also corporate . . .
complexities 29, 30—4
concepts 2942
company-external issues 52-5, 89-90
see also customer . . .
company-internal alignment 52-5, 67-70, 89-90, 2804
company-internal project coordinators 67-70
competencies see core competencies
competition matrices 205-6
competitive advantages, value chains 108-23, 182-3
competitive position
concepts 21, 39-42, 102-23, 181-6
key questions 186
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competitive strategies
see also cost leadership; differentiation . . .
concepts 102-23
competitor analysis
cost leadership 102-23, 182—6
differentiation activities 102-23
enterprise analysis 104-23
strategic marketing planning phase 3 of the seven-phase
model 60, 75-6, 83—4, 88, 102-23
competitor-activities-based budgeting approaches 72—4
competitors 1, 7, 18-19, 21, 29, 31-4, 60, 75-6, 834,
102-23, 181-6, 297-302
analysis 60, 75-6, 83—4, 102-23, 182-6
barriers to entry 29, 31-4, 102—4, 119-23, 211-12
changes 29, 31-4, 83—4
context analysis 111-18
differentiation activities 1, 18—19, 33—4, 36—42, 102—
25, 182-6, 261-2
enterprise analysis 104-23
Internet considerations 10-11, 18, 29, 31—4, 137-53,
173-6
marketing planning worksheets 297-302
new entrants 102-3
sales channel management 162—4
complaint management 15-16, 271
concentration of demand, sales channel
management 155-60
configurable characteristics, flexible pricing 174-6
confirmation concepts, customer satisfaction 9-10, 211-12
conflicts
IT systems 281-2
resistance to change 2667, 275-6
sales channel management 162—4
Conrad Electronic 158
consultation element of RACI acronym 68-70
consumer-generated content
see also customers
Web 2.0 139-53
contact flows 215-27
contact persons, agency briefing documents 225 -502
content
see also marketing programs
concepts 1-3, 42, 53-5, 56, 84123, 1924, 199-209,
211-27, 238-40, 287-8
context analysis 11218
critique 1-3, 53-5, 56
marketing planning hurdies 56, 287-8
marketing strategies 192—4, 287-8
platform concepts 199-209
content fit, concepts 23840
context analysis
concepts 111-18, 129-32
procedures 111-12
Continental Airlines 16-17
conventions 101
convergence concepts 104
conversion level, brand funnel 128-32, 216-25
cooperation and strategic alliances 186-9
coordination mechanisms
campaign coordination 222-3
CMO marketing planning surveys 50-5
hierarchical forms of coordination 263—5, 288
marketing definition 8
program coordination 208—9
project coordinators 67—70
Coparts 89-90
core competencies
see also differentiation activities
analysis 106-9
concepts 106-8, 261-2, 282—4
knowledge management 108-9, 246-50

strategic marketing planning phase 3 of the seven-phase
model 60, 75-6, 83—123
usability/value checks 108-9
corporate goals
see also value disciplines
concepts 3442
examples 40
corporate strategies
see also company . . .
challenges 29-42
changes 29-42
“customer intimacy” companies 38-42
definition 41
disciplines 36-42
marketing strategies 34—42
“operational excellence” companies 36—42
“product leadership” companies 37-42
value disciplines 36—42
Cortal Consors 19-20
cosmetic care 118-23, 180—1, 200-2, 2059, 21517
cost accounting, analyses and reports phase 7 of the
seven-phase model 240-2, 246
cost effectiveness of segments-35-123
cost leadership, concepts 10.-25, 182-6
cost/benefit analyses, neelds 1, 237-8
costs 1, 65-70, 85122, 151-2, 182-6, 221-7, 237-8,
240-2, 24650
see also budgee
campaign plaaning 221-7
CRM syseems 275-6
long-tai_cpportunities of the Internet 151-2
mari g planning 65-70
catate —current procedures 236—40
Covisint 189
creative key concepts, marketing planning
worksheets 298-302
creativity, content fit 238—40
Credit Suisse 35
Creo-Shoes.com 25
critical mass, Internet offerings 1746
CRM see customer relationship management
cross-selling benefits, customer satisfaction 9-11, 105-8,
219-23, 243-4, 261-2
Cucci 158
cultural issues 254—67
see also organizational structures
customer acquisitions, concepts 8—17, 206-9, 211-12,
214-27, 2434
customer analysis 60, 75-6, 84-123, 242-50, 267-84
enterprise analysis 104-23
key questions 87-8
strategic marketing planning phase 3 of the seven-phase
model 60, 75-6, 84—123
customer focus 1, 12-13, 52-6, 59-60, 171-6, 255-67,
288
“customer intimacy” companies, corporate strategies
38-42
customer lifetime values (CLVs)
see also analyses and reports . . .
concepts 12, 16, 25, 242-50
formula 244
response tracking & controlling CRM cycle component
12, 16, 25
customer loyalties
brand funnel 128-32, 216-25
concepts 1, 8-17, 24, 29, 31-4, 104-23, 124-5, 128—
32, 216-25, 243-50
customer satisfaction 9—11, 104-23, 124-5, 216-25,
243-50, 261-2
Internet considerations 10-11, 29, 31-4, 137-53, 245
customer magazines 101
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customer needs 18-29, 82-3, 84—123, 267-84, 289-95,
297-302
customer profitability 8-17, 25, 240-50
customer relationship management (CRM)
analysis & identification cycle component 12-13, 19—
29, 271-4
analytic approach 278-80
audits 249-50
challenges 11-17, 55-6, 274-84, 287-8
collaborative approach 278-80
complaint management 15-16, 271
concepts 8-17, 19-20, 22-9, 38-42, 55-6, 173, 237-8,
242-50, 268-84, 287-8
costs 275-6
critique 55, 275-9
cycle 11-16, 242-50, 271-4
definition 8-9
design options 276-80
employee acceptance issues 275—6
historical background 8-9
IT systems 8, 10-11, 19-20, 22-5, 173, 268-84
operational approach 278-80
personal information 268-74
requirements 274-80
response tracking & controlling cycle component 12, 16
sales & service cycle component 12, 13-16
security issues 275-6
strategy & offer cycle component 12-13
customer retention, concepts 8-17, 29, 31-4, 137-53,
173-6, 179-81, 206-9, 243-50, 261-2
customer satisfaction
concepts 9-17, 21, 35-6, 41, 104-23, 137-53, 242-50,
261-2
confirmation concepts 9-10, 211-12
cross-selling benefits 9-11, 105-8, 219-23, 2434,
261-2
customer loyalties 9-11, 104-23, 124-5, 21625, 23—
50, 261-2
individualization 20-1
Internet considerations 10-11, 29, 31—4, 137-33, 245
perceptions 1048, 131
premium prices 105-8, 124-5
recommendations 105-8
repurchase behavior 105-8
up-selling benefits 9-11, 10578, 219-23, 2434, 261-2
customer segmentation
see also market segments
analysis & identification CRM cycle component 12-13,
19-20, 25, 271-4
attractive segments 88-102, 119-23, 205-9
concepts 1, 12-13, 18-20, 25, 84123, 205-9, 2714
customer service centers 1417
customer value
concepts 1058, 181-6
key questions 186
customer-centered organizations
concepts 12-13, 255-67, 287-8
definition 257
framework parameters for management 260-3
implementation cornerstones 260-2
strategy & offer CRM cycle component 12-13
customer-specific solutions 21
customers
360-degree view of customers 22-3, 287-8
address cleansing processes 271—4
analysis 60, 75-6, 84-123, 242-50, 267-84
balanced scorecards 246-50
brand funnel 105-6, 128-32, 216-18, 289-90, 292-5
changes 10-11, 18, 29-34, 173-6
database marketing 8-9, 12-13, 16-17, 19-29, 38-9,
91-2, 253, 267-84

enterprise analysis 104-23
hybrid consumers 1556, 184—6
information seekers 31—4, 137-53, 173—6, 198-209
intensity of customer relationships 18-29, 288
permission marketing 268-9
personal information 268-74
powers 102-4, 144-5
sales channel management 12-15, 153-71
surveys 88-90
switching barriers 29, 314, 245
typologies 94-102, 119-23, 181-6, 198-209
value disciplines 36-42

customized agencies 231—4

customized marketing 18-29

Damart Swiss AG 2367
data cleansing, concepts 12-14, 272—4
data mining
concepts 12-13, 273—4
definition 273
data preparation, marketing planning worksheets 296-302
data protection laws 269-74
data qualification, analysis & i#ntification CRM cycle
component 12-14
data selections, marketing »lar ning worksheets 290,
294-5, 296-302
data warehouses
analysis & ideaviicadon CRM cycle component 12-13,
20,274\
concepts~12—13, 20, 271-84
definifion ~71
databose niarketing 8-9, 12-13, 16-17, 19-29, 38-9,
91-2, 253, 267-84
coacepts 8-9, 267-84
data protection laws 269-74
historical background 8-9
personal data 268-74
quality issues 270—4

Dealtime 173

decentralization problems 54
deciders, buying centers 98-102, 205-9
decision-making
optionism — simplicity concepts 78-80
procedural model for marketing planning 3
deep support concepts, social developments 80
delegation factors, framework parameters for
management 260-1

Dell 15, 30
Delphi Corporation 37
Delphi method 81

demanders
see also customer . . .
relevant market definition 82—4

Deutsche Bahn 186-7
Deutsche Bank 278
Deutsche Telekom 13, 1756

development and execution of the campaign phase 6 of
the seven-phase model
see also agencies
concepts 60, 62-3, 68-9, 229-34
overview 60, 62-3
differentiated mass marketing, concepts 9-11, 18-19
differentiation activities 1, 18—19, 33—4, 36—42, 102-25,
182-6, 199-209, 261-2, 287-8
see also core competencies
brand management 123—4
campaign architectures 218-23
competitors 1, 18-19, 33—-4, 36-42, 102-25, 182-6,
261-2
core competencies 106-8, 261-2
qualitative needs 287-8
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difficult markets 177-81
digital asset management (DAM) 279-80
direct mail 12-13, 53, 129-30, 201-9, 211-12, 288
direct marketing 8-9, 83—4, 211-27, 295-302
see also target groups
agency briefing documents 295-302
historical background 8-9
KPIs 217-18
value chains 83—4
direct sales 153-71
see also sales channel management
direct surveys 225-7
disciplines, corporate strategies 36—42
disintermediation concepts 29, 34, 164-71
dissatisfied customers, negative repercussions 9-11
distinctiveness of segments 85—123
distribution 2, 153-71
diversity of supply, sales channel management 154-60
DocMorris 104, 141, 1567
Dolzer 25, 28
dominant marketing strategies, empirical evidence 41-2
Dove 199-200, 240, 287
Dun & Bradstreet 170-1
DVDs 101-2
Dynafit 27
dynamic budgeting approaches 73—4
dynamic (real-time) pricing 173—4
dysfunctional sales channel conflicts 163—4

E. Breuninger 248
e-business 137-53, 165-76
see also Internet
e-mails 12-14, 15, 85-7, 101, 211-12, 221-3
E-Plus 175-6
e-procurement 109-10
early warning systems, market and environmental analys:
814
ebay.com 170-1
economic developments 80-1
economic marketing goals 41
economic value added (EVA) 247
economic values, customer values 18!
editorial platforms see content platforms
effect on the desire to read on, test procedures 225-6
efficiency and effectiveness infoimasion
analyses and reports phase~7 of the seven-phase model
235-50
IT systems 283—4
efficient consumer response (ECR) 109-10
Egg 138-9
electronic product clinics
see also co-innovations
concepts 1415
Eli Lilly 40-1, 152
emotional differentiation 123-53
emotional performance dimension, brand personality 136
emotional values, customer values 182—6
empirical evidence
CMOs 437, 49-56, 259-60
dominant marketing strategies 41-2
one-to-one marketing 23-5
procedural model for marketing planning 3
value disciplines 39—42
employees 34-42, 53—4, 56, 66-70, 108-9, 246-50,
253-67, 275-6
see also teams
acceptance by employees 56, 275-6
balanced scorecards 246-50
corporate strategies 34—42
CRM system acceptance 275-6

flexibility requirements 254-67
incentive systems 261
job profiles 267
marketing planning implementation 253—67
motivation factors 53—4, 56, 24650, 260-7
planning and budgeting phase 1 of the seven-phase
model 59-60, 65-70
RACI acronym 68-70
resistance to change 266—7, 275-6
responsibilities 68—70, 260-5
self-realization needs 263—4
engagement level, brand funnel 128-32, 216-25
enterprise analysis, concepts 104-23
environmental analysis
enterprise analysis 104-23
strategic marketing planning phase 3 of the seven-phase
model 60, 75-102, 104-23
error-tolerant synchronization tools, analysis &
identification CRM cycle component 12-13
Escada 158-9
Essilor 103
ethics 77
“Euro-Socio-Styles” 968
evaluation level, brand funnc! 128-32, 216-25
events, communication_coani els 100-2
evolumania concepts, tociil developments 767
exclusive sales 156=C0
expenditures, jisdtication needs 1
experts
balanced .corecards 246-50
cemyjetency concepts 212
Daltarmethod 81
taruns 33—4, 137-8
»xtcrnal consultants 67-70

fact-based planning/controlling, CMO marketing planning
surveys 50-5
factual performance dimension, brand personality 136
failures 235-50
FC Bayern 186-7
feasibility checks, marketing strategies 192—4
“features” dimension, value propositions 115-17, 129-32,
199-209
Feda 156
feedback loops
analyses and reports phase 7 of the seven-phase model
60, 62-3, 68-9, 235-50
Internet brand management 139-53, 172-3
organizational change 265-7
Ferrari 126
Fiat 15
figure-based planning, analyses and reports phase 7 of the
seven-phase model 235-40
“filters of trust”, social communities 287-8
first mover advantages 37-8
First Union 25
flexibility requirements
IT architecture 284-5
organizational structures 254—67
follow the free strategy 174—6
food industry, product life cycles 219-20
Ford 79-80, 168-9
Ford, Henry 1
forecasting techniques, market and environmental analysis
814
Foxtons 38-9
framework parameters for management, customer-centered
organizations 260-3
franchises 153-60
Frankfurter Allgemeine Zeitung 212—13
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frequency criteria, media selections 223-5
Fresenius 11
FreshSurfer 126-7
Frosta 140-1, 287
Fujitsu-Siemens Amilo Xi2428 laptops 33
full potential model, concept 92-3
function-oriented organizational structures 255-9
functional goals

concepts 35—42

examples 40
functional strategy aspects, marketing strategies 41-2
functional values, customer values 181-6

Gaba 124

Gap 168-9

gatekeepers, buying centers 98-102

Gateway Computer 169-70

Gatorade 78-9

Geek Squad 183-6

Geico 213

General Electric 134

General Motors 40

geographic segmentation 86-7

German Association of Publishers and Booksellers 167

GfK 96-8

globalization 79

goals
consistency concepts 191-2
functional goals 35-42
marketing strategies 176-81, 191-4, 235-50
program goals 61, 203-9, 289-95
self-organization requirements 255-6, 263—7
service goals 280-2

goodwill effects, dynamic budgeting approaches 74

Google 137, 142-3, 189, 288

Gore-Tex 125

graphical material, marketing planning worksheets

296-302

grocery retailing 219

gross rating point (GRP) 224-5

growth drivers 177-81

growth phase, product life cycles 218420

Gruner & Jahr 171

Hagebau Holzhandel 90
Handelsblatt 198
hard customization
see also mass customization
concepts 27-9
Harley-Davidson 247
Henkel 121, 126
Hennes & Mauritz 198
Herlitz 110
heuristic approaches, budgets 71—4
hidden champions 103—4, 229-30
hierarchical forms of coordination 263-5, 288
hierarchically structured KPIs 179-81
high fixed cost share product qualities, flexible pricing
174-6
high perishability product qualities, flexible pricing 174—6
Hohner 103
Homeshopping Europe AG 275
horizontal channel conflicts 162—4
HR 253-67
see also employees
Hugo Boss 158, 161
hurdles, marketing planning 55-6
hybrid consumers 155-6, 184—6
HyperFit 38-9
Hypo-Vereinsbank (HVB) 186-7, 272

IBM 162
Ice.com 85-7
IKEA 184-6
implementation processes
database management 267-84
IT systems 267-84
marketing planning 3, 52-5, 211-27, 253-84
mass customization 22-3
organizational structures 253-67
impression criteria, advertising effectiveness analysis 226—7
incentive systems, employees 261
indirect sales 153-71
see also sales channel . . .
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see also mass customization; one-to-one marketing
challenges 2, 8-11, 18-21
company benefits 201
concepts 2, 8—11, 18-29, 80, 249-50
customer benefits 201
database marketing 19-29
deep support concepts 80
definition 18-19
marketing audits 249-50
mass customization 8—11..8-29
influencers, buying center.. 96102, 205-9, 215-17
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information benefits, disintermediation concepts 1667
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198-209
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maskeang planning implementation 274-84
informaive marketing goals 179-81
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I frama 28-9
ingredient branding, concepts 125-8
initiators, buying centers 98—102
innovations 29-34, 37-42, 50-5, 255-67
see also products
CMO marketing planning surveys 50-5
management competencies 261-2
“product leadership” companies 37-42
speed factors 29-34, 255-67
inputs, process steps in marketing planning 69-70
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concepts 35-42
examples 40
Insurancecity 170-1
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planning) phase 5 of the seven-phase model
see also campaign planning
concepts 60, 61-2, 68-9, 211-27, 287-8
overview 60, 61-2
integration options, sales channel management 167-71,
249-50
Intel 37-8, 126, 134
intensity of customer relationships 18-29, 288
intensive sales 156-60
inter-personal communications 213-27
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seven-phase model 59-60, 68-70
interactivity and collaboration aspects, e-business 137-8
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internal branding, concepts 125
Internet 2, 10-11, 14-15, 18-34, 47, 81, 104, 137-53,
158-60, 164-76, 221-3, 245, 259, 268-9, 275-84,
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brand management 137-53, 172-6, 288
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critical mass 174-6
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245

disintermediation concepts 29, 34, 164-71
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KLM 167
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legal developments 75, 80, 144-5, 269
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Leica 301
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concepts 12, 14-16, 130-2
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McDonald’s 37, 153, 161

machine-machine analogies, social developments 77-8

macro design, organizational change 265-7
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manufacturers 12—15, 15371
see also sales channel management
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market attractiveness 177-81, 205-9
market and environmental analysis
key questions 83—4
relevant market definition 82-3
strategic marketing planning phase 3 of the seven-phase
model 60, 75-102, 104-23
market excellence 265-7
market fragmentation, mass customization 29, 31-4
market friction
see also barriers . . .
changes 29, 314
market growth 83—4, 119-23
market know-how 21
market potential analysis (MaPo) 88-92
market reach complexities 31—4
market research 97-8, 271-2
market segments 88-102, 119-23, 205-9, 289-95,
297-302
see also customer . . .
attractive segments 88-102, 119-23, 205-9
marketing planning worksheets 289-95, 297-302
market shares 41, 87-8, 91-3, 1068, 130, 238—40,
246-50
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approaches 74
market-oriented management 7-8, 287-8
marketing
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challenges 2-3, 7-42, 287-8
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concepts 1-3, 7-11, 43-7, 49-56, 262-3
critique 1-3, 43-7, 51-5
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historical background 7-8, 43—4, 85-6
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paradox 55-6, 287-8
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see also campaign . . .
concepts 203-9
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see also analyses and reports . . .
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12, 16
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marketing goals
concepts 41-2, 2059, 289-90, 292-5, 296-302
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marketing planning worksheets 289-90, 292-5,
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concepts 7-8, 12-13, 401, 52, 84-123, 176-81, 189-
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key questions 189-90
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strategy & offer CRM cycle component 12-13
marketing planning
see also chief marketing officers
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concepts 39-40, 43-7, 118-23, 203-9, 253-84
costs 65-70
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levels 61, 203-9, 214-15
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organizational structures 8, 13, 29-34, 50-5, 249-50,
253-67
overview 3
procedural model 3, 75-6
process steps 69-70, 118-23
qualitative surveys 3
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sequential approaches 62-3
seven-phase model 59-63, £3—>
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model 60-1, 68=9 75-194
surveys 49-56, 254
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worksheets 28%.-202
marketing pozea 279-80
marketing programs 12, 13-16, 42, 60, 61, 195-209,
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dofintion 61, 203
m rketing planning 203-9, 253-67, 289-95
marketing planning worksheets 289-95
overview 204-8
sales & service CRM cycle component 12, 13-16
sales channel management 2049
marketing research, concepts 84-123
marketing resource management (MRM) 279-80
marketing strategies
audits 62, 249-50
challenges 29-42, 191—4, 253-84, 287-8
changes 29-34, 191-4, 253-84, 287-8
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concepts 2-3, 12-13, 29-42, 59-63, 75-194, 249-50,
253-84
content issues 192—4, 288
cooperation issues 186—9
corporate strategies 34—42
critique 2-3, 191-4
customer value 181-6
development and evaluation 176-94
dominant aspects 41-2
feasibility checks 192—4
formulation methods 60—1, 191—4
functional strategy aspects 41-2
goals 176-81, 191—4, 235-50
IT strategy alignment 280—4
key questions 176-94
marketing mix 189-90, 195-209
procedural model 75-6
ROMI 190-1
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seven-phase model 59-63, 68-9, 75-194
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target groups 176-81, 192—4, 25767, 287-8
marketing tactics, definition 61, 203
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Mash-ups 140-53
mass customization
see also flexible manufacturing systems; individualization
challenges 25-9, 288
concepts 8-11, 18-29, 167-71, 244, 288
definition 18-19, 25
examples 25-6
forms 27-9
implementation processes 21-3
made-to-order contrasts 26
market fragmentation 29, 314
soft/hard customization forms 27-9
mass individualization, concepts 18-29
mass marketing 8, 18-29
mass media, communication channels 100-2, 129-30
mass production 25-9
mass-produced one-offs 28
master data management 272-3
Matchmine 150
matrix organizations 259-60
maturity phase, product life cycles 219-23
measurability of segments 85-123
measurable SMART requirements 65—6
media
see also advertising
communication channels 100-2, 166, 223-7
cost-efficient usage 223-7
evolumania concepts 76—7
MAM 279-80
push/pull media 145-53, 196
selection criteria 223-7
Media Observer 223
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men’s cosmetics 118-23, 180—1, 200-2, 2059, 215-17
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micro design, organizational change 265-7
microgeographic segmentation customer evaluations 245,
271-2
Microsoft 35, 160
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phase model 59-60, 65-70
Mindshare 223
The Mini 136, 1867
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concepts 346
examples 34-5
mistakes’ tolerance, framework parameters for
management 260-1
mobile phones 130, 175-6
modularization 28
motivation factors, employees 53—4, 56, 246-50, 260-7
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multi-channel systems, concepts 157—60
multimedia asset management (MAM) 279-80
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names 133-6
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NatureLabs alpha product 63, 118-23, 136, 180-1, 192—

4, 200-2, 2059, 215-17, 2334
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needs 18-29, 82-3, 84-123, 267-84, 289-95, 297-302
see also customer . . .
relevant market definition 82-3

Nestlé 261

Net Promoter Index 247-8

net reach 224-5
neurosciences 77-8

new entrants 102-3

new game strategy 184-6
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Nivea 80, 198-9

Nokia 198

Novartis 35

02 175-6, 222
Oakley 103
OEM Inter@active 169
“offer/product” dimension, value propositions 115-17,
129-32, 199-209
offers, marketing planning worksheets 289-90, 294-5,
296-302
Ohaus 28
“one size doesn’t fit all — quality not quantity”, challenges
7-11
one-to-one marketing
banks 23
challenges 18-19, 21-9..5"—4
concepts 18-19, 21-931- 4
definition 18-19, 2.2
empirical eviderce, 23-5
implementatioi:. processes 21-3
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online dizlog
see_alto 1nfernet
cesmuunication channels 100-2, 145-53, 221-3, 288
online marketing, concepts 171-6, 287-8
online mass marketing 18-29
¢nline/offline dialog marketing measures
concepts 33—4, 288, 296-302
marketing planning worksheets 296-302
“operational excellence” companies, corporate strategies
3642
opinion portals 33—4
opponents, buying decisions 99-102, 205-9
opportunities, SWOT analysis 117-18, 122-3, 131-2,
179-81
opportunity to see (OTS) 224-5
optionism — simplicity concepts 78-80
order management & billing, sales & service CRM cycle
component 12, 13-16
organizational structures 8, 13, 29-34, 50-5, 249-50,
253-84, 287-8
see also employees
challenges 253-67
changes 253-84, 287-8
CMO marketing planning surveys 50-5, 254
concepts 50-5, 249-50, 25367, 287-8
cultural issues 254-67
customer-centered organizations 255-67, 287-8
flexibility requirements 254—67
framework parameters for management 260-3
function-oriented structures 255-9
innovation speed factors 29-34, 255-67
learning organizations 24650, 255—67
marketing audits 249-50
marketing planning implementation 253-67
matrix organizations 259-60
product-oriented structures 255-9
requirements 50-5, 254-5
self~organization requirements 255-6, 263—7
teams 66-70, 254—67, 287-8
transformation procedures 265-7
types 255-8, 288
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outputs, process steps in marketing planning 69-70

outsourced functions 13—14, 45, 229-30, 234, 283

overall impression criteria, advertising effectiveness
analysis 2267

overhead costs, cost accounting 241-2

Panasonic NV-GS320 33
paradox of the marketing function 55-6, 287-8
Pareto principle 149-50, 241
partners
forms 1869
Internet sales channel management 164-71, 288
marketing planning worksheets 289-95, 297-302
power issues 160-2
sales channel management 12-15, 153-71, 288
strengths and weaknesses 161-2
transformation tasks 153—60, 165-71
Partsnet.com 171
Pelikan 142
perceptions
change/attitude altering marketing goals 179-81
customer satisfaction 104-8, 131
performance metrics 16, 36, 41-2, 51-2, 55-6, 59-60,
63, 68-9, 71-4, 177-81, 191, 206-9, 214-27, 2304,
242-50, 283-4, 290-302
see also key performance indicators
balanced scorecards 12, 16, 246-50
budgets 51-2
KPIs 16, 36, 41-2, 56, 59-60, 63, 68-9, 71-4, 177—
81, 191, 206-9, 214-27, 2304, 242-50, 2834,
290-302
objectives 179-81
permission marketing 268—9
personal information 268-74
see also data . . .
personal sales 211-27
personalization aspects, e-business 138
petroleum industry 72
Philips 134
pitch, agencies 230—4
place element of the 4Ps 7, 40, 189-90, 1955, 214-27
planning and budgeting phase 1 of th¢, scven phase model
concepts 59-60, 65-70
overview 59-60
planning the planning 59-60, 6:=7
planning processes, CMO markeing planning surveys 49-55
point of delivery form of nuss customization 27-9
polaroid 160-1
political and legal developments 75, 80, 144-5, 269
Porsche 22-3, 126
portfolio analysis 2267, 240-2
positioning 21, 39-42, 49-55, 60, 92-3, 102-23, 125-33,
181-6, 289-95, 297-302
brand strategy 125-33
competitive positioning 21, 39-42, 102-23, 181-6
marketing planning worksheets 289-95, 297-302
positive confirmation 211-12
Postbank 24-5
potential-related effects, analytical budgeting approaches
734
power issues
forms 161
sales channel management 160-2
PR 201, 221-3
pragmatic budget calculations, concepts 71—4
premium prices 18-19, 21, 37-8, 103—4, 105-8, 124-5
previous-period based budgeting approaches 71-2
prices
4Ps element 7, 40, 189-90, 195-6, 21427
competitor analysis 102-23

customization 173—4
Internet 138-53, 171-6
long-tail opportunities of the Internet 151-2
“operational excellence” companies 36—42
premium prices 18-19, 21, 37-8, 103—4, 124-5
quality issues 18-19, 103—4
sales channel management 154—6
PricingCentral.com 173
procedural model for marketing planning, concepts 3,
75-6
procedural model for marketing strategy, concepts 75—6
process modelling 108-10
process steps, marketing planning 69-70, 118-23
process-related values, customer values 181-6
processes, balanced scorecards 246-50
Procter & Gamble 109-10, 121, 124-5, 148, 231-2,
288
“product leadership” companies, corporate strategies 37—42
product life cycles 30—4, 162, 178-9, 218-23, 243—4
campaign architectures 218-23
customer life cycles 11-16, 242-50
food industry examples 219-20
sales channel management 151-2
shorter cycles 30—4
product management, conzepis 259-60
product-oriented organ.zational structures 255-9
products
see also innovauinies; mass customization
4Ps elemene. 740, 189-90, 195-6, 214-27
category-iianagement 259-60
individualization 25-9
pregicui planning 203-9
rclevint market definition 82-3
substitute products 102—4
p.ofit drivers 177-81
profit margins, market and environmental analysis 83—4
profitability analysis
analyses and reports phase 7 of the seven-phase model
240-50
balanced scorecards 246-50
program books
see also content
concepts 209, 289-96
definition 209
marketing planning worksheets 289-96
program coordination, concepts 208-9
program goals
concepts 61, 203-9, 289-95
marketing planning worksheets 289-95
program history, marketing planning worksheets 290,
294-5
program planning
concepts 66-70, 203-9, 214-27, 234
elements 203-9
project management 66-70, 283—4
program strategy phase 4 of the seven-phase model
advertising messages 195-209
communication strategies 195-209
concepts 60-2, 68-9, 195-209
overview 60-2, 68-9
programs 12, 13-16, 42, 60-2, 68-9, 195-209, 211-27,
235-50, 253-67, 289-95
see also marketing programs
concepts 60-2, 68-9, 195-209, 235-50
definition 61
overview 204-8
sales channel management 204-9
Progressive Insurance 32
project controls 6870
project coordinators 67—70
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project management, marketing planning 56, 66-70,
282—4
project organization 6670
project plans
concepts 68-70
critique 70
project sponsors 6670
promoters, buying decisions 99-102, 205-9
promotion element of the 4Ps 7, 40, 189-90, 1956,
211-27
Prosper 140-1
“prosumers” 288
providers, relevant market definition 82-3
Prudential 138-9
psychographic segmentation 867
Puma 126
Purchasing Managers index 81
push/pull media, brand management 145-53, 196

qualifications of agents, telemanagement 14-15
qualified reach 224-5
qualitative surveys, CMOs 3
qualitative transformation task, sales channel management
153-60, 165-71
quality of impression criteria, media selections 223-5
quality issues
agency briefing documents 2-3, 233—4
balanced scorecards 246-50
communications 115-18
data quality problems 270—4
differentiation activities 287-8
“one size doesn’t fit all — quality not quantity” 7-11
prices 18-19, 103—4
procedural model for marketing planning 3
quantity contrasts 7—11
quantitative transformation task, sales channel
management 153-60, 165-71
quantitatively structured KPIs 179-81
quantity, quality contrasts 7—11

RACI acronym, planning and budgeting piiese 1 of the
seven-phase model 68-70
Rasselstein GmbH 271
reach criteria, media selections 225—3
reactance issues, over-advertising ef=cts 74
real options 245
realistic KPIs 179-81
realistic SMART requirements 65—6
“reason to believe” dimension, value propositions 11517,
129-32, 199-209, 225
“reason why” dimension, value propositions 115-17,
129-32, 199-209
rebriefings see agencies
recognition criteria, advertising effectiveness analysis 2267
recommendations, customer satisfaction 105—8
recruitment of partners, sales channel management 160-2
references, marketing planning worksheets 290, 294-5
Regional Tourist Board of Western Pommerania 98
reinforcers, marketing planning worksheets 296-302
reintermediation concepts 16471
relationship marketing
see also customer relationship management
concepts 811, 88-90, 183-6, 213-27, 288
“customer intimacy” companies 38—42
historical background 8-9
intensity of relationships 18-29, 288
release cycles, marketing planning worksheets 296, 302
relevance, marketing planning hurdles 56
relevant markets, definition 82-3
remuneration systems, agencies 2314
reorganization efforts, customer-focused organizations 13

reporting & controlling, project management 66—70
reports see analyses and reports . . .
repurchase behavior, customer satisfaction 105-8
resistance to change 266—7, 275-6
response tracking & controlling CRM cycle component
12, 16
see also analyses and reports . . .
responsibilities
employees 6870, 260-5
RACI acronym 68-70
responsiveness of segments 85-123
restrictions, marketing planning worksheets 295-302
results-based factors, procedural model for marketing
planning 3
retention effect of the Internet 10-11, 29, 31—4, 137-53,
173-6
retention marketing goals 179-81
see also customer retention
retention programs (loyalty programs), sales & service
CRM cycle component 12, 13-16, 31-4
retro brands 212-13
return on investment (ROI) 35-6
return on marketing investment (ROMI)
concepts 2, 46—7, 190-1.246-50
influencing factors 190-1
key questions 191
revenue/profit-basca budgeting approaches 72—4
Rexam PLC 163
risks
campaigu »lanning 215
markiting planning worksheets 290, 294-5, 296-302
Rtz ticon Hotel Group 108
relc analysis dimension, target group matrix 98-102
-olling marketing planning, concepts 62-3, 287-8
1NOMI see return on marketing investment
RSA Security 78
RSS (Really Simple Syndication) feeds 145-6
run strategies 189
Ryanair 160

sales
concepts 1-3, 12-16, 153-76, 204-9, 262-3,
275-84
marketing relationship 262-3
sales & service CRM cycle component 12, 1316
sales channel management
added value 153-60, 170-1
competitors 162—4
concepts 12-15, 15376, 204-9, 262-3, 275-84
conflicts 162—4
cooperation/conflict/competition issues 162—4
disintermediation concepts 29, 34, 16471
integration options 167-71, 249-50
Internet 158-60, 16476, 275-84
marketing programs 204-9, 262-3
monetary values 154—6
power issues 160-2
product life cycles 161-2
recruitment of partners 160-2, 288
reintermediation concepts 164-71
restrictions 155-6
specificity and complexity factors 154—60
transformation tasks 153—60, 165-71
sales and communications channel integration, strategy &
offer CRM cycle component 12-15, 249-50
sales force effectiveness & automation, sales & service
CRM cycle component 12, 13-16
Samsung 133—4
SAP 80, 134, 153, 173—4, 198
Sartorius Group 257-9
Saturn 40, 182-3
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scenario techniques, market and environmental analysis

81-4, 214-27
search engines 139-53
Sears 167

security issues, CRM systems 275-6
segment-based marketing
concepts 9-11, 25, 84-123
types 85-7
selective sales 156-60
self-actualization 95-6
self-coordination concepts 263-5, 288
self-fortification phenomenon 30-1
self-individualization form of mass customization 27-9
self-organization requirements 255-6, 2637
self-realization needs, employees 263—4
“Semantic Web” 152
semiometric analysis, concepts 132
service delivery 18-29
see also mass customization
service force effectiveness, sales & service CRM cycle
component 12, 13-16
service goals, IT systems 280-2
service individualization form of mass customization 27-9
seven-phase model
analyses and reports phase 7 of the seven-phase
model 60, 62-3, 68-9, 235-50
budget planning phase 2 of the seven-phase model 59—
60, 68-9, 71-4
campaign development and execution phase 6 of the
seven-phase model 60, 62-3, 68-9, 229-34
integrated marketing communication planning
(campaign planning) phase 5 of the seven-phase
model 60, 61-2, 68-9, 211-27, 287-8
marketing strategies 59—-63, 68-9, 75-194
overview 59-63
planning and budgeting phase 1 of the seven-phase
model 59-60, 65-70
program strategy phase 4 of the seven-phase modc!
60-2, 68-9, 195-209
project plans 68-70
SMART requirements 656
strategic marketing planning phase 2, of tiz seven-phase
model 60-1, 68-9, 75-194
share-of-wallet (SOW), concepts 9, ¢8-90, 91-2, 105-8
Siemens Mobile 130
signatures, marketing plannirg viorksheets 296-302
silo mentalities 263
simultaneity hypothesis 184—6
single channel systems, concepts 157-60
slowdown phase, product life cycles 219-23
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