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push-based marketing models

18, 235–6

qualitative objectives 102–4
quality

people 287
service/product 269, 301–3
strategic plan test 406–10

quantitative objectives 102–4

radar charts 45–6
railway companies 33, 34, 83
Rappaport, Alfred 350–1
rational product appeal 158
ratios, financial 400
reactive research methods

317–18
recessions 50
recruitment 43–6, 85–6, 146
reference theory 164
referral markets 43–6, 146
reintermediation 130, 240, 286
relationship marketing 42–6

six market domains 43–7
transaction vs relationship 44
value proposition 19–20
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organizational audit 170–1
pricing 275–8
relationship marketing 19–20,

42–6
social media 245
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retention of customers 41–2
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269, 362–3, 369
revenue 191–3, 214–15, 367
risk 356–61
analysis 177, 180
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aversion 138–9
causes 357, 359
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knowledge usefulness 359–61
marketing research 317, 319
one-year marketing plan 399
subdivisions 357
SVA 356–61

Rogers, E. 164, 251, 285
ROI see return on investment
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running reference files 379
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26–7
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463
forecasts 214–15
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261–6
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promotion 226–7, 240, 252–61
revenue budget 214–15
salespeople 232, 262–5
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traditional marketing 19–20

sales promotion 240, 252–61
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252–3
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size of force 263–4
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staff
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SBUs see strategic business units
scenario planning 337
SDC see Steadfast Design
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(SEO) 242–3
sectors 1–2, 114, 152, 174–7
segmentation see market
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sensual product appeal 158
SEO see search engine

optimization
service audit 147–69
comparative analysis

150–1
differentiation 148–51
features/benefits 149–51
lifecycle analysis 161–9
positioning 151–61
USPs 148–50

service-dominant logic (S-D)
26–7

service guarantees 276–7
service process analysis 295–7
service-profit chain 291
services
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definitions 27, 47–8
nature of marketing 23–48
product definition 47–8

servitization of business 36
SERVQUAL model 302–3
shareholder value added (SVA)

347, 350–61
calculation of 360–1
company value 356
key market segments 360
marketing effectiveness

354–61
risk 356–61

shoes online 245
short-termism 54, 68
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situation review 107–82
key assumptions 177, 180–1
marketing audit 108–73
Moritaki Computers 455–9
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428–34

SWOT analyses 171, 174–80
six Is of e-marketing
see 6 Is of e-marketing

size of company 232
size of service sector 1–2
skills 169–70
skimming pricing policies 278
small companies 331
Smith, B. 65, 126, 347
Smith, Wendall 112
social factors 146, 233–46
social media 233–46
6 Is of e-marketing 233–42
brand exposure 244–5
customer insight 244
customer service 245–6
networks 243–4
relationship building 245

software companies 150–1
Sony 147
Spohrer, Jim 1
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branding 221–2
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judgement 32–3
marketing capacity budget 215
mission statements 85–6
see also employees; salespeople

stakeholders 84–6
Starbucks 147–8
Steadfast Design Corporation

(SDC) 425–39
advertising 439
background 425
business sector characteristics

429
corporate marketing plan 428
customer base 438–9
customer matrix 430–33
environmental review 434
executive summary 425–7
financial targets 437–8
funding sources 433–4
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marketing objectives 436–7
marketing strategies 436–7
plans/mixes 437
pricing 439
promotion 439
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situation review 428–34
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step-by-step planning 373–410
consolidating plans 400, 402–6
definition of planning 373
planning cycle 406
planning summary 373–5
purpose of planning 373
SBUs 376–91
strategic plan 374–91, 400,

406–10
timetable 378
why it is necessary 374
see also one-year marketing

plan
storyboarding 295
Stostack, Lynn 293
strategic business units (SBUs)
consolidating plans 400, 402–6
management of 377
managers and audit 378–9
mission statements 380
performance summary 381
running reference files 379
strategic plan documentation

379–91
strategic plan preparation

376–91
Wilcox and Simmonds 445

strategic context 79–106
corporate objectives 100–5
mission statements 80–100

strategic marketing planning
process see planning
process

strategic plan 374–91, 400, 402–6
Alison, Hazlewood and
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analysis section 377
basis of system 377
consolidating plans 400, 402–6
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directional statement
400, 402

financial history 402
main features summary 402
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402–6

contents 76–7, 379–91
documentation 379–91
assumptions 387
competitor analysis 385
consolidated budget 390
financial projections 382
market overview 383
marketing objectives 388–9,
391

marketing strategies 388,
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SBU mission statement 380
SBU performance 381
SWOT analysis 384, 386
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marketing audit 377–9
marketing effectiveness 363
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planning process 55
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400, 402–6
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Wilcox and Simmonds 440–53
see also plan . . .
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marketing map 12
planning cycle diagram 406
value proposition 14–17

strategic value 35–6
strategy formulation 183–212

alternative mixes 205–7
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marketing objectives 184–204
see also marketing strategies

strategy risk 357–9
strengths see business strengths;

SWOT analysis
Stubbs, John 349
suppliers

interactivity 236–7
marketing effectiveness 4
Porter’s five forces 145
relationship marketing 43–6
supplier markets 146

supply and demand 33–4, 271
SVA see shareholder value added
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layout diagram 174
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planning cycle 332, 334, 336
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376
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