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ABSTRACT

The marketing planning nodel s commonly found in standard
mar ket i ng t ext books are | ogi cal flow nodel s enpl oyi ng

the flowhart format to describe the sequential activities
I nvol ved i n the marketing planni ng process.

Thi s paper exami nes in detail six marketing planning
nodel s sel ected from standard narketi ng textbooks. Al
but one are textbooks of the 1980s.

Usi ng content anal ysis, the core planning el ements common
toall six nodels are identified. These have been grouped
I nto an acronym MOSAI C whi ch stands for marketing audit,

obj ectives, strategies, action progranmes, inplenmentation
and control. |In addition, four supporting planning

el enents have al so been found and these are m ssion state-
ment, assunptions, contingency plans and marketing

budget; represented by the acronym nmac-b.

MOSAI C nac-b presents a conprehensive franework for a
formal marketing planning system |t distinguishes

bet ween the core and supporting planning el enents and
hel ps the planner to focus on the m nimumrequirenents
in the planning process. The acronymis easy to renem
ber and nmay serve as a useful teaching aid. However it
has a nunber of |limtations and shoul d not be used as
a magic formula for all types of marketing planning
situati ons.






1 | nt roducti on

Mar keting pl anni ng nodel s i n basi c marketing textbooks
are presented in the formof |ogical flow nodels,
proceeding fromreviews to objectives, strategies,

pr ogr ammes, budgets and the process is reconvened
again. Because it can be represented by a small nunber
of steps, nmarketing planning appears to be conceptual |y
very sinple. Sone critics, however, have cautioned
agai nst accepting these oversinplified nodels at face
val ue. They advocate that marketing planning in
practice is a conpl ex process, as pointed out by
McDonal d (1979: 71-72):

"... fornalized narketing planning i s extrenely
difficult in practice, perhaps the most difficult
of all the narketing skills, for it represents
the gestalt of all narketing effort.”

Accordi ngly, these structured approaches to the narketing
pl anni ng process have ignored the diversity and conpl e-
xity of nost conmmercial operations. They have very
little practical value.

Mar ket i ng academ ci ans, on the other hand, have generally
continued to support the use of such nodels for teaching
purposes. The very nature of the marketing planning
process, which invol ves many di screte questions and
alternative paths, lends itself readily to the | anguage
of a flowhart with distinctive planning el enents
arranged in a | ogical sequence. In practice, such a
general i zed pl anni ng framework hel ps to focus the



attention of students (and marketing planners) on the
main steps in the marketing pl anni ng process, thereby
ensuring the right input at the right intervals.

The proliferation of standard marketing textbooks in the
1980s has resulted in a nunber of variations in the nodels
depi cting marketing planning process. It is difficult to
ascertain by casual exam nation just how different these
pl anni ng nodel s are, or whether sone fundanental nodifi-
cations have been introduced. Students are thrown into
disarray as they are confronted wi th marketing pl anni ng
nodel s whi ch purport to describe the sane process but
contain different nunber of steps arranged in different
sequences.

2 (ojectives of Study

The overal |l objective of this paper is to critically
eval uate si x marketing planning nodel s selected from
standard marketing textbooks, making cross-references
wher ever possible to marketing planni ng systens
currently used in the industry.

The specific objectives of this study are:

Firstly, toidentify the core el enents which are common
to all marketing planning nodel s studi ed.

Secondly, to appraise the validity and significance of
pl anni ng el enents found only in a mnority of
mar ket i ng pl anni ng nodel s.

Thirdly, to formulate a representative version of
mar keti ng pl anni ng framework which can be used
to evaluate all marketing planni ng nodel s.



Fourthly, to point out the inadequacy, if any, currently
found anong the marketing pl anni ng nodel s
presented in the standard marketi ng textbooks.

3. Definitions.

Marketing planning is a systenmatic process used by an
organi zation to define its target markets, assess

mar keti ng opportunities and resources, set objectives
in the markets, fornul ate nmarketing strategi es and
devel op a plan for specifying howthe marketing mx wl
be used to achieve the objectives wthin the given tine
frane. It is a focussed thinking process.

A marketing plan is a witten docunent contai ni ng
statenents on the target markets, the nmarketing objectives,
assunpti ons, marketing strategies, tactical programes,

t he budget, and the timng for inplenenting the

programmes. It is a blueprint for action.

Marketing audit is a situation analysis of the conpany's
current nmarketing capability with respect to the environ-
ment. It is a review ng process for examning the

ext ernal busi ness environnent as well as the conpany's
own internal operation. The output of the full marketing
audit is summari zed in point form under the headi ng

SWOT (strengths, weaknesses, opportunities and threats)
anal ysis. The SWOT analysis is a part of the narketing
pl an.

Marketing audit is an inportant el enent in the marketing
pl anni ng process.



4. Historical Devel opnent

The integration of marketing planning (the process) and
mar keting plans (the output) into the marketing function
was a relatively recent phenonenon

It had occurred during the period 1952-1977 when t he
mar ket i ng concept becanme w dely accepted by the business
community (Myers, Massy and G eyser 1980: 26-27).

The 1 ncreased custoner orientation of the 1960s had
affected marketing planning i n two ways:

Firstly, there was a greater enphasis to plan from
t he custoner's point of view, and not strictly from
the firm s standpoint.

Secondl y, behavi oural science concepts were incorpo-
rated into marketing planning; for instance, the use
of market segnentation as the basis for the devel op-
ment of marketing plans (Myers et al 1980: 41, 4e6).

The 1960s had in fact becane the era of marketing's
greatest influence and promse. Mnagenent had repl aced
t he i nadequate corporate | ong-range planning with t he
marketing plan and the latter was accepted as the nmaster
pl an steering the directional growth of the entire
conpany (Day and Weénsley 1983:79-80).

However, the strategic planning role of the marketing plan
was rather short-lived. The increasing uncertainties and
conplexities of the marketing environnment in the 1970s
necessitated new strategic focus on conpetitive positions
and allocation of limted resources. Marketing plan was



I 1'l-equipped to handl e such a task and was gradual | y
restricted to a tactical support role at the brand | evel

Mar ket i ng academ ci ans have general ly accepted t hat
marketing planning is a function of the product or brand
manager (Assael 1985: 101; Cohen 1987: 7-8) and attenpts
were made to integrate the marketing planni ng process into
busi ness planning (Jain 1981; Kotler et al 1983: 81;
Greenley 1986).

Mar keting planning in the 1980s becane nore fornalized
(McCarthy and Perreault 1987; Stapleton 1989). There

was a rekindled interest in narketing plans due, in part,
to a great concern over the rapid rise of marketing costs,
i nprovenents in information technol ogy and pl anni ng t ool s,
and the broader application and adoption of marketing in
general (Kiel, McVey and McColl-Kennedy 1987).

5. Met hodol ogy

Content analysis is used to identify, descri be and anal yse
In detail the conponents of six marketing planning nodel s
sel ected from standard marketing textbooks.

The first stage in the content analysis is to standardi ze
the termnol ogy used to describe the steps in the planning
sytens. Variations in the terns enployed by various authors
I ncl ude situations anal ysis, marketing audit, environmental
anal ysi s, environnent scanni ng, SWOI anal ysi s, mnarket
opportuni ti es assessnent, selection of market targets, etc.
The confusion tends to centre around an early pl anning



el ement commonly referred to as "situation anal ysis".

Stage two i nvol ves the alignment of the various planning
el ements fromall six nodels so that a direct conparison
can be made. This is shown as Table 7.1. Because the
objectiveis to identify core planning el ements which
are common to all marketing planni ng systens studi ed,
this procedure inevitably has to omt "uni que" planning
conponents proposed by one witer but which are not
general ly shared by others. Planning el enents advocat ed
by two or nore nodels are retained for anal ysis.

Stage three is the ultinmate alignnent exerci se whereby
each planning el enent is assigned an al phabet; for
exanple mfor mssion statenment definition. The entire
pl anni ng franmewor k proposed by each nodel is nowrepre-
sented by an acronym such as m0osT, which stands for

M ssi on, (bjectives, Strategies and Tactics. This is
shown as Table 7.2

The systemof al phabetical lettering should reflect the

core or supporting nature of the planning el enents. It
I s decided that capital |letters be used to denote the
core, and snall letters for the supporting el enents.
Hence,
Cor e Pl anni ng Supporting Pl anni ng
El enent s El enent s
E.g. Marketing audit M M ssion statenent m
Action progranme A Assunptions . a

Contr ol C Conti ngency plans ¢



6. Marketing Pl anni ng Mddel s

This section attenpts to give a brief description of six
mar ket i ng pl anni ng nodel s sel ected from standard mar keti ng
t ext books (See Table 6.1). Al'l these nodels, with one
excepti on, have been taken fromtextbooks of the 1980s.

Stern (1966) has been included because of its special place
inthe literature of marketing planning. |t represents one
of the earliest attenpts at formalizing the narketing

pl anning system and as far as one can see, the nmarketing

pl anni ng nodel has not changed all that nmuch in the | ast

t wo decades.

One di stinguishing feature anong all these nodels is the
use of flowcharts to denote the sequential activities
which jointly nmake up the narketing planning process.
The proposed pl anni ng systens have been sinplified into
uni directional pathways with virtually no concurrent
activities. Again, the only exceptionis Stern (1966).

Feedback | oops are utilized in McDonald (1984), Assael
(1985) and Pride and Ferrell (1989).

The cyclical nodel proposed by Pride and Ferrell (1989)
s unique in its portrayal of narketing planning as a
circular, continuing process which is often repeated
annually. It was adapted from Luck, Ferrell and Lucas
(1989) and both texts have been listed in Table 6.1



Model No. Author(s) Title Publ i sher Year
1 Stern, Mark E Mar keting Pl anning: A MGawH I, NY 1966
Syst ens Appr oach
2 McDonal d, Malcolm Marketing Plans: Howto Hei nenan, London 1984
HB Prepare Them Howto
Use Them
3 Assael , Henry MVar ket i ng Managenent : Kent, Boston, Mass. 1985
Strategy and Action
4 Stanton, WJ., Fundanent al s of McGraw-Hill, Sydney 1985
Mller, KE and Mar ket i ng
Layton, R.A. (1st Australian Edn)
5 Cravens, David W Mar ket i ng Addi son- sl ey, 1986
and Readi ng, Mass.
Wodr uf f, Robert,B.
6a Pride, Wlliam M Mar keti ng: Concepts Hought on Mifflin, 1989
and and Strategi es Bost on, Mass
Ferrell, OC (6th Edn)
6b Luck, David, J., Mar keting Strategy Prenti ce- Hal | 1989
Ferrell, OC and Pl ans I nternati ona

and Lucas, Ceorge
H.Jr.

(3rd Edn)

Table 6.1

Text book Sources of Marketing Planning Mdels



6.1 The Systens Approach Mddel of Stern (1966)

Stern (1966) attenpts to apply nmathematical nodel s and
conputer sinulation to the marketing pl anning practices.
The central theme throughout the book is the interdepen-
denci es of the planning conponents. The planning frane-
work is shown as Fg.6.1

Thi s nodel advocates that a marketing plan should start
with the definition of the conpany's m ssion and goal s.
* The statenent of m ssion and scope
delimts the vast nunber of possible
alternatives that are avail abl e.
The statenent of conpany's goal s provides
the basic direction for all planning
activities.

*

Al though a pioneer in the field, Stern's nodel exhibits
all the essential planning elenents found in the | ater
nodel s. The assessnent of market opportunities takes

I nto consideration four categories of environnmenta
factors (soci al, technol ogi cal, governnental and busi ness)
and an estimation of market potential, sales potential and
sales forecast. A simlar step can be found i n nost of

t he ot her nodel s.

Stern (1966:40-42) introduced a step i nmedi ately foll ow ng
mar ket opportuniti es assessnent known as the generation of
alternative strategies (See Fg.6.1). A correspondi ng

el ement can be found in MDonald (1984: 12) and Luck,
Ferrell and Lucas (1989:150). The latter refers to

"the strategic i dea" where planners build up a set or
repertoire of various strategens.
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6.2 The Cranfield Mddel of MDonal d (1984)

This nodel is the outcone of a research progranme conduct ed
at the CGanfield School of Managenent in the 1970s.

McDonal d (1984:209) advocates that the m ssion statenent
I's the starting point in the nmarketing planni ng process,
al t hough his flowhart begins with the corporate objec-
tives (See Fig.6.2).

The second step is situation analysis or marketing audit
involves revi ewi ng the business environnent at | arge

&= .... as the conpany's own internal operation. The

SWOT ( Strengt hs, Waknesses, oportunities and Threats)

anal ysis features promnently in this nodel

In contrast to Stern (1966) whi ch places the devel opnent
of marketing objectives as the first step in marketing
pl anning (See Fig.6.1), McDonald (1984) has relegated it
to a step after situation anal ysis.

COverall, the CGanfield nodel can be sumred up in the
foll owi ng seven basic steps (mMcponald 1979: 70-71):

1. Gathering relevant information about the
external environnent and about the conpany
I nternally;

2. ldentifying the conpany's maj or strengths and
weaknesses vis-a-vis the external opportunities
and threats facing the conpany;

3. Formul ati ng sonme basi c azssumptions about the
future;
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1 Corporate objectives

» 2 Marketing audit

3 SWOT analysis

» 4 Assumptions

4

5 Marketing obj ectives and strategi es

7
|

t
l
|
: L= 6 Estimate expected results
I
|
|
|
|
|
|

+
|
» 7/ I|dentify alternative plans and mixes
8 Programmes
Feedback | oop 3 9 Measurement and revi ew

Fig.6.2 The Marketing H anni ng Process
(McDonald 1984:12)




4. Laying down the nmarketing objectives of the
busi ness, based on the results of the first
t hree st eps;

5. Laying down strategies for achieving the
obj ecti ves;

6. Laying down programes for inplenenting the
Strategies to include timng, responsibilities
and costs;

7. Measuring progress towards achi evenent of the
obj ectives and revi ew ng and anendi ng t he on-
goi ng pl an as necessary.

6.3 The Product Managenent Pl anni ng Model of Assael (1985)

Assael (1985:101) has repeatedly stressed that marketing
pl anning i s a function of the product or brand manager.
Hi s nodel tries to incorporate product managenent and
product devel opnent into the marketing planni ng process.

This particular nodel suffers fromunnecessary cranm ng
and conplications created by Assael's attenpts to nake it
applicable to two different managenent functions: the

mar ket i ng managenent of an existing product and the
commerci al i zati on of a new product (See Fg.6.3).

It is also surprising that Assael does not include the

m ssion statenent in the nodel as it would have enphasi zed
the need to refer to the policy-nmaking body in the conpany
for guidelines on the direction of new product devel opnent.

An uni que planning elenent is the positioning of the product
In Step 3. Assael has also built into the |ogical flow
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Hg 6-3 The Marketing Planning Process
(Assael 1985 102)




nodel the five steps necessary for the devel opnent of
the marketing mx - these are not found in the other
pl anni ng systens.

The cyclical nature of the marketing planning process

I's illustrated by the feedback nechani sns. Eval uation
of sal es performance | eads to anot her pl anning cycle for
the brand, as shown in Fig. 6.3. Failures to neet sales
goal s usually requires adjustnments in the marketi ng m x.

6.4 Cravens and Wodruff (1986)

This is a highly conventional nodel which contains only
five steps in the preparation of a marketing plan (See
Fig. 6.4).

It starts with a situation assessnment whi ch includes a
SWOT analysis. As in the case of McDonald (1984), the
setting of nmarketing objectives only takes place after
mar ket targets have been sel ect ed.

The narketing programe incorporates an estimati on of

t he market response to a planned narketing programme.
The product |life cycle concept is enployed to refine the
marketing mx (Cravens and Wodruff 1986:625-627).

The final steps of budgeting, inplenenting and control -
i ng enabl e the marketi ng nmanager to nonitor actual
results during the planning period.

A maj or shortcomng of this nodel is that it tends to
portray marketing planning as a unidirectional process.



Situation assessnent

Market t ar get (~)

Setting obj ecti ves

y

Desi gni ng t he
marketing programme

Budgeting, implementing
and controlling

Fig.6.4 The Marketing Planning Process
(Cravens and Woodruff 1986:614)

6.5 sStanton, MIler and Layton (1985)

A typical,generalised franework for carrying out the
mar keti ng pl anni ng process which bears a | ot of resenbl ence
to the nodel proposed by Cravens and Wodruff (1986).

The only difference is that the nmarketing objectives
are defined prior to the selection of market targets
(See Fig. 6.95).

Thi s nodel shares with Cravens and Wodruff (1986) the
pitfalls of (a) no |inkage to the corporate plan, and (b)
the inpression of a wunidirectional pathway.



Anal yse t he situation

y

Determine t he obj ecti ves

Sel ect and neasur e
target narkets

Y
Desi gn marketing mix
strategi es and tactics

 J
Prepare annual
marketing pl an

y
Implementation and

Evauation

Fig.6.5 The Marketing H anni ng Process
(Stanton, MI|er and layton 1985:522)

6.6 The Cyclical Mdel of Pride and Ferrell (1989)

Pride and Ferrell (1989) maintain that' marketing planning
cycle'is a nore accurate description of the process. G ven
t he high acceptance rate anmong conpani es on marketing
planning, it is nore likely for a planner to start with
an existing marketing plan. Fig. 6.6 illustrates marketing
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revi si on of
obj ecti ves
4 relativeto
-—— — performance PR
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5 Implementation 2 Assessment Of
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Fig.6.6 The Mirketi ng Planning Process
(Pride and Ferrell 1989:647)

planning as a circular process. As the dotted feedback
lines in the figure indicate, planning is not unidirectional.
Feedback is used to coordi nateand synchronize all stages of

t he planning cycle.



7. Results

Tables 7.1 and 7.2 represent the results of a two-staged
content anal ysis.

Each colum in Table 7.1 contains the proposed activities
of a marketing planning nodel arranged in the sequence
originally suggested by the authors. By aligning the plan-
ning elenments of all six nodels horizontally, the simlari-
ties and differences in the nature of the steps proposed
and the order for carrying themout are highlighted. One
limtation of this analysis is that inevitably sonme details
are lost in the alignnment exercise. The purposeis to
identify the core elenents in the planning process conmon
to the formal planning systens sel ected for study.

Table 7.2 is conpiled by standardi zing and cl assifying the
activities in each nodel. This is achieved by assigning to
each distinct conmponent in the marketing planning process
an al phabet, such as c for contingency planning and E for
mar keti ng environnent anal ysis. The series of planning

el enents in each nodel is thereby reduced to an acronym
for exanple, Stern (1966) is represented by mOESTIC.

Table 7.2 highlights the variability anong a group of
nodel s which purport to represent the sane process. Even
when only the core planning el enents are bei ng consi der ed,
there are variations in the nature and nunber of el enents
I ncl uded, as well as the sequence prescri bed.

It should be pointed out, however, that the absence of a

pl anni ng el enent in a nodel does not inply that the author(s)
has renoved that particul ar conmponent fromthe narketing

pl anni ng process altogether. The fact that it is not



1 Sern (1966)

2 tcConald (1984)

3 Assael (1985)

4 Qavens &

5 Stanton et

6 Pide &

\Véodr uf f al (1985) Ferrell
(1986) (1989)
Mssion &« goal s o
Gxporate o ectives
Nr ket i ng o ec- Nr ket 1 ng oy ect1 ves Nr ket 1 ng
tives & goals obj ecti ves
Assessi ng M ket i ng audi t Assessi ng nar ket i ng Jtuation Jtuation Assessi ng
marketing opportunities assessment anal ysi s nar keting
oprortunities sSWwoT anal ysi s SWoT anal ysi s opportuni
Selecting ties
Environmental Consumer & environ- nar ket
factors nent assessment targets
Assumptions Assumptions
N ket i ng Marketing Nr ket i
Objectives obj ecti ves obj ec'?lgves
Sl ect
neasur e t ar get
nar ket s
Srateg es M keting strategi es Develop nar keting Desi gn nar ket i ng Srategies & Mur ket | ng
strateg es programme tactics strateg es
Estimate expected
results Budgeting Budgeting
Aternate plans Snsitivity analysi s
Programmes Programmes Programmes Programmes
Implementation Implementation Implementation Implementation Implementation Implemen-
& control & contro & control & control & control tation &
control

Tabl e 7.1 comparison of Planning Henents in Sx Mrketing H anni ng Mdel s

0c
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Mbdel

Stern (1966)
McDonal d (1984)
Assael (1985)

Stanton et al
(1985)

Cravens &
Wbodr uf f
(1986 )

Pride & Ferrell
(1989)

Pl anni ng B enents
m|O E S T I C
m|E O S T I C
o E S T|b|I C
S T I C
El 0 E2
E O S T|b|jI C
o E S T I C

Tabl e 7.2 Conponents and Sequence of Pl anni ng
B enments in S x Marketing Pl anni ng
Model s
Keys: m M ssion statement/Corporate (bjectives
O Marketing (bjectives
E Marketing Environment Analysis/Situation
Analysis/Marketing Audit/SWOT Anal ysi s/
Assessnent of Market Cpportunities/
Sel ection of Market Targets
(Note: stanton et al subdivided this
el enent into two, designated
here as Eq and E,).
S Marketing Strategi es
b Marketing Budgets
c Contingency Plans/Sensitivity Anal ysis
T Marketing Tactics/Programme Of Action
|  Lnpl enmentation
C Marketing Control



Included in the fl owchart probably indicates that the
author(s) believes it constitutes a part of a planning
el ement rather than a distinct conponent by itself.

7.1 The Marketing Pl anni ng El enents

7.1.a M ssion Statement/Corporate (bj ectives (m)
Only Stern (1966) and McDonald (1984) have started
their formal marketing planning systens by refer-
ring to the conpany's m ssion statenent and
cor porate objecti ves.

7.1.b Marketing Objectives (0)
Hal f the nodel s studi ed have advocated that narketing
obj ectives should be determned prior to an assess-
ment of the current market status and outl ook for
t he product covered by the plan. The remai nders have
pl aced situation anal ysis ahead of the objectives.

The witing of marketing objectives is a planning
el ement common to all nodel s studi ed.

7.1.c Situation Analysis (E)
This i s the conponent which attenpts to answer the
vital question in a nmarketing plan, "Were are we
now ?". Situation anal ysis revi ews nunerous aspects
of the market and marketing effort that formthe
subj ect of the plan.

Bot h Assael (1985) and Pride and Ferrell (1989) have
adopted the situation analysis as their starting
points in the entire marketing pl anni ng process.
MDonal d (1984) relegates it to Step 2, follow ng

t he m ssion statenent but preceding the marketing
obj ecti ves.
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Situation analysis is without a doubt an extrenely

I nportant step in the marketing planni ng process.

It has been | abelled the "marketing backdrop". In
cractice, situation anal ysis cones under different
nanes such as marketing audit, SWOT ( Strengths,
Weaknesses, Qpportunities and Threats) anal ysis,

envi ronnent scanni ng, assessnent of marketing
opportunities and sel ection of market targets.
Situation analysis is either arranged to be conducted
before or after the definition of marketing objectives.
An exceptionis found in Stanton et al (1985) which
subdi vi des t he situr- ysis into two parts

(See Table 7.2) ané ..:_.-cned themon both sides

of the marketing objectives.

Situation analysis is a cotmon planning el enent in
al |l nodel s studi ed.

Assunptions (Not shown in Table 7.2)

In Table 7.1, Stern (1966) and MDonal d (1984) have

i ncor porated "assumpticr:: 22 a Separate step in

t he planning process. They are not stated explicitly
I n the other nodels.

Mar ket ing Strategies (S)

A strategy operates as the connecting |ink between

t he probl ens, objectives and detailed action, This

step seeks to answer the question, "How are we goi ng
to get there 2". It is generally constructed within
the four p's framework

The establishnment of nmarketing strategies is a
common planning elenment in all nodel s studied.



7.1f Cont i ngency Pl anni ng (c)
The intent of contingency planning is to find a
way to continue neeting the marketing objectives
I f sonme of the assunptions in the marketing plan
do not materialize. Alternate plans may be fornu-
| at ed beforehand in anticipation of possible
changes.

Sensitivity analysis is a formof contingency pl an-
ning. The process is an attenpt to test how
"sensitive" the marketing mx elenments in the
strategy ar: regard to different internal

and external conditions.

The contingency planning step i s only found in
McDonal d (1984) and Assael (1985).

7.1.g Marketing Programmes/Tactics (T)
This stage represents the cul mnation of the
pl anning effort. It spells out the actual steps
by which strategies will be inplenmented to achieve
t he established marketing objectives. Each activity
I's time-phased; responsibility and roles are
desi gnat ed.

The action programme i s a common pl anni ng el enent
in all nodel s studied.

7.1.h Marketing Budget (b)
The setting of a marketing budget does not normally
constitute a separate step in the marketing planning
process, but it is an inportant sub-step in the
action programme. A budget is needed to allocate



mar ket i ng expenditures to the conponents of the
mar ket i ng m x.

Mar keti ng budget receives specific nmention only
I n Assael (1985) and Cravens and Wodruff (1986).

7.1.i Inplenmentation and Control (I,C)
These are common planning elenents in all nodels
st udi ed.

8. Analysis

Overall, the content analysis has found six core (or basic)
pl anning el ements in the marketing pl anni ng process,
t hese are

Marketing audit or situation anal ysis
Mar keting obj ectives

Mar keting strategy

Action progranmnes

| mpl enent ati on

Cont r ol
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These activities are common to all the nodel s studied.

Four supporting planning el enents have been found in
sone, but not all the nodels studied. These are:

M ssi on statenent /corporate objectives
Assunpt i ons

Cont i ngency pl ans

Mar ket i ng budget

> wbdhE



81 The MOSAI C Framework for Marketing Pl anni ng

The six core planning el enents can be sunmarized into
MOSAI C, an acronymfor Marketing audit, QObjectives,
Strategies, Action programes, | nplenentation and Control.

The order of the initials, M-0-s-aA-I-C, represents the
sequence of planning events. As the planner noves from
one step to the next, the acronymgui des the user in
seeking answers to three vital questions: (a) Were are
we now ? (b) Wiere do we want to go ? (c) How do we get
there 2 (See Fig. 8.1)

Basi ¢ Questions for Pl anni ng MOSAI C Fr anewor k

Q1. Wiere are we NOW ? ceeecacas Mar ket i ng audi t

l

Q2. Were do we want to go ? ... Qbjectives

l

©03. How can we get there 2 ..... Strategi es

Acti on programmes

}

| npl enent ati on

!

Cont r ol

Fig. 81 The Basic MOSAI C Franework for
Mar ket i ng Pl anni ng



82 Supporting Planning El enents

The M-0-s-A-I-C framework contains only the core elenents
essential to the nmarketing planning process. A conpre-
hensi ve mar keting pl anni ng system al so needs to take into
consi deration a nunber of significant planning el enents
such as the definition of mssion statenent and corporate
obj ectives, assunptions, contingency plans and narketing
budget. These supporting el enents can be grouped into
an acronym mac-b whi ch stands for M ssion statenent,
Assunptions, Contingency plans and Budget. The supporting
sning fit into the MOSAIC franework as shown in Fig.8.2
over| eaf .

9. D scussi on

Qpinions vary as to the desirability of a formalized

pl anni ng system whi ch can be applied to any conpany
situation. Hopkins (1983:6-9) suggest that no hard and
fast rules should apply. There nust be roomfor diversity
and the marketing planning process should be tailored to
suit individual marketing situations and nmanagenent styl es.
Ames (1968) al so warn agai nst the blind applications of

a marketing planning format to different types of
conmer ci al operations. The key determnants for a
successful marketing plan vary consi derably anong consuner,
I ndustrial and servi ce conpani es.

On the other hand, a fornalized framework for marketing
pl anni ng offersat | east four advantages:

(1) It is an invaluable tool for teaching purposes.
A logical flow nodel of the nmarketing planning



12

1 Corporate abjectives

2 Marketing audit

3 SWoT analysis

4 Assumptions

t
| Ll 5 Marketing obj ectives and strat egi es
bT
| :
I = 6 Estimate expected results
| *
I . :
| » 7 ldentify alternative plans and mixes
l 8 Programmes
|
I
1
Feedback loop ¥ 9 Measurement and review

Fig.6.2 The Marketing Planning Prooes
(McDonald 1984:12)




4. Laying down the marketing objectives of the
busi ness, based on the results of the first
t hree steps;

5. Laying down strategies for achieving the
obj ecti ves;

6. Laying down programes for inplenenting the
strategies to include timng, responsibilities
and costs;

7. Measuring progress towards achi evenent of the
obj ectives and revi ewi ng and anendi ng t he on-
goi ng pl an as necessary.

6.3 The Product Managenent Pl anning Mddel of Assael (1985)

Assael (1985:101) has repeatedly stressed that marketing
planning i s a function of the product or brand manager.
Hi s nodel tries to incorporate product managenent and
product devel opnent into the marketing planni ng process.

This particular nodel suffers fromunnecessary cranmm ng
and conplications created by Assael's attenpts to nake it
applicable to two different managenent functions: the

mar ket i ng managenent of an existing product and the
commerci ali zati on of a new product (See F g.6.3)

It is also surprising that Assael does not include the

m ssion statenment in the nodel as it would have enphasi zed
the need to refer to the policy-nmaking body in the conpany
for guidelines on the direction of new product devel opnent.

An uni que planning elenent is the positioning of the product
In Step 3. Assael has also built into the |ogical flow



Devel op Marketing QUi del i nes
. Objectives

. Performance Goals

1

|

Analyse Marketing Opportunities for the Brand
. Consumer and Envirormental Assessment

. Fim's Resources

. Potential Threats

Position the Product

v

Develop the Marketing Mix

. ldentify Components of Marketing Srategy
. Test Camponents Of the Marketing M X

- Determne the Mirketing Budget

. Al ocat e Resources

- Sensitivity Anal ysis

| npl enent the A an

- Test Marketing
. National |Inplenentation

v

INPUT
Devel op Profit and s TO
. * CORPORATE
Loss Estinates PLAN

!

Bval uati on and Contr ol

Hg 6.3 The Marketing Planning Process
(Assael 1985. 102)




nodel the five steps necessary for the devel opnent of
the marketing m x - these are not found in the other
pl anni ng systens.

The cyclical nature of the marketing planning process
I's illustrated by the feedback nechani sns. Eval uation
of sal es performance | eads to anot her planning cycle for
the brand, as showmn in Fig. 6.3. Failures to neet sales
goal s usually requires adjustnents in the marketing m x.

6.4 Cravens and Wodruff (1986)

This is a highly conventional nodel which contains only
five steps in the preparation of a marketing plan (See
Fig. 6.4)

It starts with a situation assessnent which i ncludes a
SWOT analysis. As in the case of McDonald (1984), the
setting of marketing objectives only takes place after
mar ket targets have been sel ect ed.

The marketing progranme i ncorporates an estimati on of

t he market response to a planned marketing programe.
The product |ife cycle concept is enployed to refine the
mar keti ng m x (Cravens and Wodruff 1986:625-627).

The final steps of budgeting, inplenenting and control -
i ng enabl e the marketi ng manager to nonitor actual
results during the planning period.

A maj or shortcomng of this nodel is that it tends to
portray marketing planning as a wunidirectional process.



Situation assessment

Market target(s)

Setting obj ectives

L J

Designing the
marketing programme

i
Budgeting, implementing
and controlling

Fig.6.4 The Marketing Planning Process
(mavens and Woodruff 1986:-614)

6.5 Stanton, M|l er and Layton (1985)

A typical,generalised franmework for carrying out the
mar keti ng pl anni ng process which bears a | ot of resenbl ence
to the nodel proposed by Cravens and Wodruff (1986).

The only difference is that the narketing objectives
are defined prior to the selection of market targets
(See Fig. 6.5).

Thi s nodel shares with CGravens and Wodruff (1986) the
pitfalls of (a) no linkage to the corporate plan, and (b)
the inpression of a wunidirectional pathway.



Analyse the situation

v
Determine the obj ecti ves

Y
Sdect and measure

target narkets

Y
Design marketing mix
strategies and tactics

Y
Prepare annual
marketing plan

\
Implementation and

Evaluation

Fig.6.5 The Marketing Planning Process
(Stanton, Miller and layton 1985:522)

6.6 The Cyclical Modd of Pride and Ferrell (1989)

Pride and Ferrell (1989) maintain that' marketing planning
cycle'is a nore accurate description of the process. G ven
t he high acceptance rate anong conpani es on marketing
planning, it is more likely for a planner to start wth
an existing marketing plan. Fig. 6.6 illustrates marketing



1 Development Or
revi si on of
obj ecti ves
o relativeto
- —— — performance P—
I I
¥ I )
5 Implementation 2 Assessment of
of marketing ——
plan opportunities
and resour ces
4 ] A
| I
| |
& —_ ]
4 Development Of 3 Revision
revision of a or formulation [«
of marketing
implementation strategy

and control

Keys: —— Hanning cycle
— - — > Feedback and control

Fig.6.6 The Mirketing A anni ng Process
(Pride and Ferrell 1989:647)

pl anning as a circular process. As the dotted feedback
lines in the figure indicate, planning is not unidirectional.
Feedback is used to coordi nateand synchronize all stages of

t he planning cycle.



7. Results

Tables 7.1 and 7.2 represent the results of a two-staged
content anal ysi s.

Each colum in Table 7.1 contains the proposed activities
of a marketing planning nodel arranged i n the sequence
originally suggested by the authors. By aligning the plan-
ning elenments of all six nodels horizontally, the simlari-
ties and differences in the nature of the steps proposed
and the order for carrying themout are highlighted. One
limtation of this analysis is that inevitably sone details
are lost in the alignnment exercise. The purposeis to
Identify the core elenents in the planning process conmon
to the formal planning systens sel ected for study.

Table 7.2 is conpiled by standardi zing and cl assifying the
activities in each nodel. This is achieved by assigning to
each di stinct conponent in the marketing planni ng process
an al phabet, such as ¢ for contingency planning and & for
mar ket i ng envi ronnent analysis. The series of planning

el enments in each nodel is thereby reduced to an acronym
for exanple, Stern (1966) is represented by mOESTIC.

Table 7.2 highlights the variability anmong a group of
nodel s whi ch purport to represent the sane process. Even
when only the core planning el ements are bei ng consi der ed,
there are variations in the nature and nunber of el enents
I ncl uded, as well as the sequence prescri bed.

It should be pointed out, however, that the absence of a

pl anni ng el enent in a nodel does not inply that the author(s)
has renoved that particul ar conmponent fromthe narketing

pl anni ng process altogether. The fact that it is not



1. Stern (1966) 2. McDonald (1984) 3. Assael (1985) 4. Cravens & 5. Stanton et 6. Pride &
Woodruff al (1985) Ferrell
(1986) (1989)
Mission & goals
Corporate objectives
Marketing objec- Marketing objectives Marketing
tives & goals objectives
Assessing Marketing audit Assessing marketing Situation Situation Assessing
marketing opportunities assessment analysis marketing
opportunities SWOT analysis SWOT analysis opportuni
) Selecting ties
Environmental Consumer & environ- market
factors ment assessment targets
Assumptions Assumptions
Marketing Marketing Marketing
Objectives objectives objectives
Select &
measure t ar get
markets
Strategies Marketing strategies Develop marketing Design marketing Strategies & Marketing
strategies programme tactics strategies
Esti nmat e expected
results Budgeting Budgeting
Alternate plans Sensitivity analysis
Programmes Programmes Programmes Programmes
Implementation Implementation Implementation Implementation I mplementation Implemen-
& control & control & control & control & control tation &
control

Tabl e 7.1 Comparison of Planni ng El ements in Six Marketing Pl anni ng Mdel s



Mbdel

Stern (1966)
McDonal d (1984)
Assael (1985)

Stanton et al
(1985)

Cravens &
Woodr uf f
(1986)

Pri de & Ferrell

(1989)

Pl anni ng El enents
m|{O E S T I C
m| E O S T I C
0O E S T|b|lI C
S T I C
E, O|E,
E o S T|b|lI C
O E S T I C

Tabl e 7.2 Conponents and Sequence of Pl anni ng

enments in Six Marketing Planning

Mbdel s

E
Keys: m
O
E
S
b
C
:
I
C

M ssi on statement/Corporate (bj ectives
Mar ket i ng (bj ecti ves

Mar keti ng Environnent Analysis/Situation
Analysis/Marketing Audit/SWOT Anal ysi s/
Assessnent of Market Qpportunities/

Sel ection of Market Targets

(Note: sStanton et al subdivided this
el erent into two, designated
here as E1 and E)).

Mar keting Strategies

Mar ket i ng Budget s

Conti ngency Plans/Sensitivity Anal ysis
Mar ket i ng Tactics/Programme Of Action
Lnpl enent ati on

MVar keting Contro



Included in the flowchart probably indicates that the
author(s) believes it constitutes a part of a planning
el ement rather than a distinct conponent by itself.

7.1 The Marketing Pl anning El enents

7.1.a M ssion Statement/Corporate (bjectives (m)
Only Stern (1966) and McDonal d (1984) have started
their formal marketing planning systens by refer-
ring to the conpany's m ssion statenent and
cor porate objectives.

7.1.b Marketing Qbjectives (0)
Hal f the nodel s studi ed have advocated that marketing
obj ectives should be determ ned prior to an assess-
nment of the current market status and outl ook for
t he product covered by the plan. The renai nders have
pl aced situation anal ysis ahead of the objectives.

The witing of marketing objectives is a planning
el ement common to all nodel s studi ed.

7.1.c Situation Analysis (E)
This i s the conponent which attenpts to answer the
vital question in a marketing plan, "Where are we
now ?". Situation anal ysis revi ews nunerous aspects
of the market and marketing effort that formthe
subj ect of the plan

Bot h Assael (1985) and Pride and Ferrell (1989) have
adopted the situation analysis as their starting
points in the entire marketing planning process.
MDonal d (1984) relegates it to Step 2, follow ng
the mssion statenent but precedi ng the narketing
obj ecti ves.



Situation analysis is without a doubt an extrenely

I mportant step in the narketing planni ng process.

It has been | abelled the "marketing backdrop”. In
zractice, situation anal ysis cones under different
nanmes such as nmarketing audit, SWOT ( Strengt hs,
Weaknesses, (pportunities and Threats) anal ysis,

envi ronnment scanni ng, assessnent of marketing
opportunities and sel ection of market targets.
Situation analysis is either arranged to be conducted
before or after the definition of marketing objectives.
An exception is found in Stanton et al (1985) which
subdi vi des the situ- lysis into two parts

(See Table 7.2) ané ._:_.-cned themon both sides

of the marketing objectives.

Situation analysis is a conmon planni ng el ement in
al |l nodel s studi ed.

Assunptions (Not shown in Table 7.2)

In Table 7.1, Stern (1966) and McDonal d (1984) have

i ncorporated "assumptici:: g a separate step in

t he planning process. They are not stated explicitly
I n the other nodels.

Mar keting Strategies (S)

A strategy operates as the connecting |ink between

t he probl ens, objectives and detailed action. This
step seeks to answer the question, "How are we goi ng
to get there 2". It is generally constructed within
the four p's franework.

The establishnent of marketing strategies is a
common planning el erment in all nodel s studied.



7.1f Cont i ngency Pl anning (c)
The intent of contingency planning is to find a
way to continue neeting the marketing objectives
I f some of the assunptions in the marketing pl an
do not nmaterialize. Alternate plans may be fornu-
| at ed beforehand in anticipation of possible
changes.

Sensitivity analysis is a formof contingency pl an-
ning. The process is an attenpt to test how
"sensitive" the marketing mx elenents in the
strategy ar regard to different internal

and external conditions.

The contingency planning step i s only found in
McDonal d (1984) and Assael (1985).

719 Mar keti ng Programmes/Tactics (T)
Thi s stage represents the cul mnation of the
pl anning effort. It spells out the actual steps
by which strategies will be inplenmented to achieve
t he established marketing objectives. Each activity
I's time-phased; responsibility and roles are
desi gnat ed.

The action programme i s a conmon pl anni ng el enent
in all nodel s studied.

7.1.h Marketing Budget (b)
The setting of a marketing budget does not normally
constitute a separate step in the marketing planning
process, but it is an inportant sub-step in the
action programme. A budget is needed to allocate



mar ket i ng expenditures to the conponents of the
mar ket i ng m x.

Mar ket i ng budget receives specific nmention only
in Assael (1985) and Cravens and Wodruff (1986).

7.1 Inplenentation and Control (I,C)
These are comon pl anning elenents in all nodels
st udi ed.

8. Analysis

Overall, the content anal ysis has found six core (or basic)
pl anni ng el enents in the marketi ng pl anni ng process,
t hese are

Marketing audit or situation anal ysis
Mar ket i ng obj ectives

Mar keting strategy

Action progranmnes

| mpl enent ati on

Cont r ol
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These activities are common to all the nodel s studied.

Four supporting planning el enents have been found in
sone, but not all the nodels studied, These are:

M ssi on statenent /corporate objectives
Assunpt i ons

Cont i ngency pl ans

Mar ket i ng budget

2w NP



8.1 The MOBAI C Franewor k for Marketing Pl anni ng

The six core planning el ements can be summari zed i nto
MOSAI C, an acronymfor Marketing audit, Qojectives,
Strategies, Action programes, |nplenentation and Control.

The order of the initials, M-0-s-A-I-C, represents the
sequence of planning events. As the planner noves from
one step to the next, the acronym gui des the user in
seeking answers to three vital questions: (a) Were are
we now ? (b) Wiere do we want to go ? (c) How do we get
there 2 (See Fig. 8.1)

Basi c_Questions for Pl anni ha MOSAI C Fr amewor k
0l. Wierearewe now? ......... Mar keting audit
02. Were do we want to go ? ... (bjectives

Q3. Howcan we get there 2..... Strategi es

Acti on progranmes

}

Implementation
Contr ol

FHg. 81 The Basic MXSAI C Franmewor k f or
MVar ket i ng Pl anni ng



82 Supporting Planning El enents

The M-0-s-aA-I-C framework contains only the core elenents
essential to the marketing planning process. A conpre-
hensi ve mar keting pl anning systemal so needs to take into
consi deration a nunber of significant planning el enments
such as the definition of m ssion statenent and corporate
obj ecti ves, assunptions, contingency plans and marketing
budget. These supporting el ements can be grouped into
an acronym mac~b whi ch stands for M ssion statenent,
Assunptions, Contingency plans and Budget. The supporting
sning fit into the MOSAIC franework as shown in Fig.8.2
overleaf.

o. Di scussi on

Opinions vary as to the desirability of a formalized

pl anni ng system whi ch can be applied to any conpany
situation. Hopkins (1983:6-9) suggest that no hard and
fast rules should apply. There nust be roomfor diversity
and the marketing pl anni ng process should be tailored to
suit individual marketing situations and nmanagenent styl es.
Anes (1968) al so warn agai nst the blind applications of

a marketing planning format to different types of
conmer ci al operations. The key determ nants for a
successful marketing plan vary considerably anong consuner,
I ndustrial and service conpani es.

On the other hand, a formalized framework for marketing
pl anni ng offersat | east four advantages:

(1) It is an invaluable tool for teaching purposes.
A logical flow nodel of the marketing planning



	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

