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Components of Marketing Plan

Analyzing marketing
situation

1. Executive summary
2. Current Market Situation
2.1 Market Analysis
2.2 Competitors Analysis
2.3 Customer Analysis
3. Environmental Analysis
(SWQOT)

Strategic Marketing Planning

4. Marketing Objective
5. Marketing Strategy
5.1 STP Marketing

5.2 Marketing Mix Strategy
* Product and Brand Strategy

* Pricing strategy

* Supply chain Management and
Distribution Strategy

 IMC & Promotional Strategy
6. Action Plan and Implementation
7. Marketing Budgeting
- Forecasting and Expenses

8. Marketing Control



Marketing Objectives
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before After 1y After 10y

marriage marriage marriage marriage
Flower Housing Home Washing Machine
Gift Furniture Appliance
Restaurant Travel 2" Car
Gem Shopping Children

jewelry Car Accessories



Company competitive advantage

o lfieutaserlndundnuasiuandeeau i Baulunnsudeduield
(Core competency)

 What is core competency of our products?
« Style , Skill , Passion
« Technology
* Brand Image
* Initial Price / 2" Price
* Marketing & Service
* Distribution / Dealer
e ...etc



Marketing Mix Strategy

» Product and Brand Sftrategy

* Pricing strategy

» Supply chain Management and
Distribution Strategy

* IMC & Promotional Strategy

» Corporate Social Responsibility ; CSR

* Global warming , Green product , Social well-
fair , Donation , Moral ,Sufficient Model
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@ Below the line

@ Event

@ Road show —

e Concert X

@ Above the line

@ Bill Board

@ Local Magazine
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Event 206,000
Tie —in Cinema 48,000

Product Placement

Magazine , e-Magazine

R EY 969,000



Marketing Control
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THE END



